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This is it! All the mailing list compilers on God's green earth can’t duplicate electronic 
selection! Old fashioned compilation methods are on the way out at Ponton’s! IBM electronic 
list-compiling equipment is on its way with more coming fast! That's progress! That's 
eliminating the element of human error! 

Now—you can avail yourself of a totally new automatic process of mailing list selection 
and maintenance. Now — unexplored sources of new business can be yours. Wider coverage 
per list by Ponton makes this possible. And no other mailing list compiler can match this 
service! 


Take advantage of timely progress. It was never before possible with obsolete “hand- 
picked” list sélection. Ponton has combined the quolity of its mailing lists with the natural 


‘ electronic ability of IBM equipment, so that you get better and greater list coverage! Put 
your finger on the one source of accurate, electronically controlled mailing lists. It’s Ponton, 
naturally! ; 


PONTON 








Printers Find Mead Correspondence 
and Office Papers Handle Well and Sell Well 


printability that are built into them. 


livery printer knows how important it 
is to keep presses running smoothly 
and to avoid unexpected shutdowns 


Ile knows. too, the impor tance of pro- 


viding customers with business letter- 


heads and office forms that reflect 


quality and character, yet sell at com- 


petitive prices. You have assurance of 


all these things when you buy and sell 
Mead Business Papers. The success of 
this line over the years and the grow- 
ing demand for each of the famous 
papers in the line today are sub- 


stantial evidence of the quality and 


They are the business papers made 
expressly for the printer and business- 
man who want the best for letter- 
heads, invoices, bookkeeping forms, 
mimeographing, duplicating and sim- 
ilar purposes. 

Mead Business Papers are mill- 
conditioned and come to you sealed 
in the famous Mead moistureproof, 
innerwrap package which protects 
right up to press time. Always avail- 
able, they are standard products of 


The Mead Corporation 


THE MEAD CORPORATION 


Papermakers to America 


Mead Papers, inc., 118 West First Street, Dayton 2, Ohio 


« Chicago «+ Boston « Philadelphia «+ Atlanta 


Correspondence and Office 


Papers by Mead 


Mead Bond 

Mead Mimeo Bond 
Mead Ledger 

Mead Duplicator 
Mead Opaque 
Moistrite Bond 
Moistrite Mimeo Bond 
Moistrite Ledger 
Moistrite Duplicator 
Northlite Mimeo Bond 
Northlite Duplicator 


Ask your Mead Merchant for samples 


of these famous papers 





The Polk Market 
delivers people” 


Buyers are *OPle, and people are predictable. What a person ing campaign eves the high score in 
) pe P , : | " | rea lersh p wh } 1icKi ransiates into 
does today — what he buys today — is rooted deeply in what he did — 


low Cost-per-f 1cT-prosper reached. 


and bought — in all his yesterdays 


The advertiser and his agency can visualize their typical potential Readership and Impact 


buyer, in terms of income level, where he lives, what kind of work he - - | 
1? amazingi ign reader 


does, what he owns ; Mail Advertising thro 
It's not hard to define the typical potential buyer for any product. Market 
Up till now, however, there hasn't been any way for the advertiser 

to identify his typical individual buyers by name, because there hasn't 

been any source of deep social and economic information about vast Aasia end 


numbers of American buyers been prov 
advertisers, their 


All the advertiser and his agency could do, wp tll now, was to 


rsx arch Orgzanizations 


choose among and within the mass media, in the hope of reaching a Research Departmet 


majority of their potential buyers. a 
AMILICs 


ceive about 


Job title Asal” 

but. e day And this meciu 
Whether home owner or nail 

reaching most potential buyers won't do renter A 


it 
rt 


x—letters, | 


in today’s highly competitive markets tising, Magazines, 
Mid a 

) ghily j Size of house thermore, the avert 

The well-being of the national economy 

Age and vaiuation of house receives not more 

requires that businessmen shift their 

ite exterior construction per day 


emphasis from production to distribu 
roofing, siding, etc. impression 


tion. Merchandise must be moved, in 
ever-increasing quantities. And to move Size of lot VETTIERE HOt | 
more merchandise, the advertiser must Quality of neighborhood— of mail. Frequently 
identity practically all of his pot ntial in 9 classifications 
buyers, and cultivate these prime pros- Make and age of car 


pects intensively Telephone her 
i 


7 he Polk Market These socio-economic characteristics i 2 : , = 


; , , which are exclusive to The Polk 

makes this possible Market are obtained from the mil 
lions of separate bits of information Polk 

THE POLK MARKET is the first and collects yearly —and interprets daily to 
only national advertising medium which keep The Polk Market an accurate 


consists of sufficient social and economi« mirror of the current marketing picture 


peated In 


has climbed 


After 


cent of 


Miaiiinys 
information about vast numbers of , 

After the potential buyer for a prod identify the adver 
buyers to enable advertisers to identify 
: o” uct has been defined, individuals who who sent it. Aftet 

practically all ot their potential buyers 
- fic that definition can be picked out of cent of those wh 
practically all of the people who , 
The Polk Market's Saying population piece can correct! 


want to buy and can afford to buy a 
Every individual so picked is known to eiser or dealer wh 


iven product soon 
& . be interested in the product advertised Market reaches the 


Here is what THE POLK MARKET by definition, and can be reached via 


knows about cach of some 50 million Polk Market Direct Mail Advertising 
Americans 


ot-sale identificatior 
prints for ach 
For this reason Polk Market mail ad neighl 


vertising’s cost - per - reader - prospect 


orhood 


Name 
reached is remarkably low in comparison 


Wife's name with other media. When every mail ad 


Home address vertisement reaches a known prospect, it 


Place of employment naturally follows that the mail advertis significan 





THE REPORTER OF 


its ability to ll available research indicates a 
impressive degree of atten 


into action on and impact from this medium 


of testing-in-us mn 


f retail ru ' 


lium failed to reach 


eCcTATIONS 


ertiser his aecmn and 
ehned the potential buyer 


out of The Polk 


cfrectty 
Mark en the advertiser and his 


th iltimat 


lium 


agem can complet their marketing 
» thes me 

program with personal, forceful mail ad 
Compan i verusing to each known potential buyer 


Polk Market sing The Polk Market exactly as they 


ise other printed media 


R. L, Polk & CO. functions in mail advertising exactly 


as the publisher functions in other printed media, Standard 


gross rates and specifications have been established by 
R. L. Polk & Co. when acting as the com} let publish r tor 
specific types of mail advertising campaigns. These rates 
apply equally to advertisers and agencies and are fully 


commussionable to the agency 


happy to show y how The Polk Market can be adapted 


make all your a rusing dollars work more flectively 

r inquiry to The Polk Market, R. L. Polk & Co 

et, Detroit l Michigan, or 244 Madison Avenue 
New York 


2"°Ge. 

“Tt tL ' ers) 
S.PE ry Tt rake ft: 
ee@eee ree ee 
Sean he 
‘258 


\esnn i eeeOeRE oo 5 


7 =mmanne 
“im Sie | y 
grvy 


7 
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“.. we tied and mailed 
82,000 catalogs in a 
single day . . thanks 
to Bunn Machines,” 


says Sheldon Goldman, of 

PUBLIC LETTER SERVICE, Chicago 
“Because our Bunn Tying Machines 
performed so efficiently, needed at 
tention so rarely, their excellence was 
taken for granted. Then they helped 
us perform a ‘miracle’ job . . smooth 
ly and steadily reports Mr. Gold 
man 

Bunn Tying Machines easily keep 
up with the fastest sealing and meter 
ing machines. One untrained opera 
tor can do as much as 5 or 10 hand 
tyers and with no fatigue 

Simple, effortless operation cuts 
down labor turnover . . steps up pro 
duction eliminates overtime and 
bottlenecks 

Bunn Tying Machines adjust auto 
matically to any size or shape . . tie 
with a slip-proof knot and correct, 
uniform tension. Postmasters approve 
Bunn-tied bundles. 


B. H. BUNN Co., Dept. Rd-46 
7605 Vincennes Ave. 

Chicage 20, til. 

GET THE WHOLE STORY 


Send teday fer this foct-packed 
booklet, which illustrates the 
meny advantages of Bunn Tying 
Machines There is no obligation. 


MAIL THIS COUPON NOW 


B. H. Burn Co., Ovpt. 80-46 

7605 Vincennes Ave., Chicage 20, til. 

Please send me a copy of your free booklet 
which shows how Bunn Mochines can seve 
time and money in my business. 


Nome 
Company___ 
Address — 
- -—.-~lone.._. State 
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Pre-humidified 


your 
work 


IS aS good as 
your bond...and 


Hamilton Bond 


brings out the best in your work! 


Prints well 


= 7 


." 


Has a smooth, even surface to simplify 
make-ready and assure a sharp 


Uniform in 
m- 
pression with proper ink 


press performance 
distribution 


because it's uniform in quality 


Available in a brilliant white 
Wears well and has exceptional 


and 10 practical 
folding and tearing , 


colors 
strength 


The best Hamilton Bond we've made in 25 years of bond-making 


Pasiays? 


W. C. HAMILTON & SONS + MIQUON, PA, 
HAMILTON PAPERS Offices in New York, Chicago, Los Angeles 














SPEED YOUR MAILINGS 


DUPLISTICKERS, 
DUPLISNAPS and 
DUPLIQUIK 


gummed, perforated mailing 
labels in sheets: Vake as 
many copies as you want! 


Duplisticker 
Mail-Aids, 
for type- 
writer and 


mimeograph. 


Duplisnap —- 
Carbon 
interleaved 
Mail-Aids. 
Made in sets 

of 2, 3, 4, 3 
ond 6 sheets. 
Interleaved 
with smudge ’ 
resistant 
carbon. For 
use with 


’ ter. 
ypewr iter Dupliquik 


Mail-Aids, 
Special 
stock for 
use with 
spirit” 
or’ liquid’’ 
process 
duplicating 
machines. 
Can also 
be used 
with type- 
writer. 


va f 


EUREKA 


EUREKA SPECIALTY PRINTING CO. 


58 ELECTRIC SIT SCRANTON 9 PA 








We welcome your direct mail ideas and news items for this department. Send all material to 


Short Notes Department, The Reporter of Direct Moil Advertising, 224-7th St., Garden City, N.Y 


SPREADING THE POSTAL WORD: 
Earl Samuelson of Samuelson Duplicat 
ing Co., 343 S. Dearborn St., Chicago 4 
Ill. is one of the many people doing 
a good job to spread the truth about the 
postal situation. Earl devoted the last 
issue of his external h.m. Mimeotorials 
to a roundup of good material on the 
subject reprinting Sen. Olin D 
Johnston Chicago speech, Harry J 
Maginnis’ Report from Washington and 
other sound arguments printed in The 
Reporter. Says Earl We should ALL 
OF US tell thi tory to our Senator 
our Congressmen, our local Postmaste: 
and the people we do business with! 
Congratulations to another earnest mai 
producer who is. For the latest devel- 
opments in the Postal Situation, se« 


page 37 


R. L. POLK & CO.'s DIRECT MAIL 
DIV. must really be booming a 
evidenced by several recent expansions 
of facilities for their Eastern Operation 
On March Ist, Polk moved into a new 
Philadelphia plant, taking over 30,000 
feet of the Terminal of Commerc 
Building. Later, the New York Special 
List Services 
the llth floor at 920 Broadway, New 


Department took over! 


York and midway last month the 
New York Sales and Executive Offices 
moved into larger headquarters on the 
9th floor of 60 E. 56th St.. New York 
The Philadelphia plant raised Polk 

eastern direct mail production capacity 
to almost 750,000 pieces a day (couple 
with the company major eastern 
plant at Trenton, N. J.). A large amount 
of the output for fulfillment of “The 
Polk Market 


introduced last year 


EFFECTIVE & PROFITABLE industria! 
direct mail is profiled in a new booklet 
published by McGraw Hill Direct Mail 
Div... 330 W. 42nd St.. New York 36, 





N. Y. Contents covers important point 
uch as What To Look For In a Mailing 
List, The Primary 
Advertising, Proven Mailing Piec« 

Mailing Operations, Postal Information 
and How To Estimate Costs. The Ef- 
fective & Profitable Use of Industrial 
Direct Mail Advertising i i booklet 
tudying Writ to Hank 


Henderson and ask him to you a 


Objective of Direct 


velleworth 


copy 


MORE THAN 7,000 trade, business 
professional and other types of organ! 
zations are listed in the new Encyclo- 
pedia of American Association 
published this month by Gale Resear: 
Co., 247 Kenworth Rd. Columbu 
Ohio. The directory is arranged alpl 
betically and cross-indexed with more 
than 20,000 listings giving addre 
headquarters, names of officers taff 
member etc. Price is $15.00 per copy 
with tw upplements to r idded 


later 


HATS OFF TO AN HONEST NEWS- 
PAPER: The St. Louis (Mo.) Globe 
Democrat is an independent newspape 
with a credo to “print the new 
partially, supporting what it 
to be right, and opposing what 
lieves to be wrong without regard 
party politics The Globe-Democrat 
certainly ived up to its masthead 
pledge in a March 14th editoria 
told reader ; Last year the Post 
Office Dept. subsidized daily newspape! 
to the extent of $60,559,000, which rep 


resents the loss on dail; 


second-class mail. Most of the ne 


papers in the U. S. are in reasonabl) 
healthy financial conditior 

healthy enough to pay the 

ing their own paper Thi 

and we think most right-thinking new 
papers in the country, does not want 


a subsidy in any form from the Federa 
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EXCELLENCE IN FINE 


This symbol of the Eastern Corporation ts 
your guarantee of excellence. Backed by a 
proud heritage founded on generations of 
paper making—it signifies the excellence 
in quality of Atlantic and Manifest business 
papers. This has made Aflantic first in 
sales of all genuinely watermarked bonds... 


and Manifest the leader in economy bonds. 


Yilantis Prgers 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE » MANUFACTURERS OF QUALITY PAPER AND PULP 
MILLS AT BANGOR AND LINCOLN. MAINE - SALES OFFICES: NEW YORK, BOSTON PHILADELPHIA. CHICAGO AND ATLANTA 


~..... ee ee oe ne 





AUTOMATIC 
TYPING 


INCREASES 
LETTER PULLING 
POWER 


FREE new 


16-page booklet 
tells the story 
Send for your copy 


The effect of a personally 
typed letter cannot be de 
nied. A typewritten appeal of 
the right sort, on any worthy 
product or service, means 
success. The only question is, 
how can the cost be held 
down within the range of the 
item you are promoting? 
Auto-typist provides the an- 
swer. 


How to use individualized 
Auto-typist letters is thor 
oughly discussed in the book- 
let. Proven techniques of 
letter writing, follow-up and 
general correspondence are 
covered, also. Fill out the 
coupon to receive your copy 


ay 


AMERICAN AUTOMATIC 

TYPEWRITER COMPANY 

Dept. 4 

24.4 Worth Pulaski Read, Chicege 39, I! 


Gentlemen 
Please send mea copy of  Quentity #ith Quel 
ity threwgh Auto typist Personolized Letters 


Neme 


Company & Title 


Addie: 


City lone Stote 





Government or anyone else. The Globe- 
Democrat is in favor of raising the 
rates of second-class mail to a point 
sufficiently high to make this servic: 
of the Post Office Dept. self-supporting 
Hat's off to The Globe-Democrat 


an honest newspaper! 


eve 


AIRCO IN THE NEWS, house maga 
zine of Air Reduction Co., Inc. 60 E 
i2nd St.. New York, N. Y. is now it 
its 16th year. Edited by Walter Goerg 
Jr. Airco In The News is one of the 
most attractive company publication 


in print. Layout and features are 


dynamic *such as a current-issuc 


spread on how New York demolished 
El” was made into new steel. Beautifu 
job 

— 


eee 


ESQUIRE MAGAZINE & AMERICAN 
EXPRESS CO. are staging a joint pro 
motion focused on Esquire’s World 
Travel Guide, a 56-page advisor writte: 
and edited by the magazine travel 
editor, Richard Joseph. Al 


travel and travel-item advertisers who 


appare 


used a half-page or larger in Esquire’s 
February travel issue received a free 
half-page in the guide which high 
lights every major country in Europ 
the Atlantic 


Mexico. In return for inside cover ads 


islands, Panama and 
American Express is sending the guide 
its list of 200,000 known traveler cus 
tomers. You can get a copy by writing 
to American Express at 65 Broadway 


New York N Y 


HOW TO HANDLE A WHOPPING 
STORY: The Socony Mobile Building 
being built at 150 E. 42nd St.. New 
York, is one of the city’s largest pre 
sent construction projects. When com- 
pleted, it will be the world’s largest 
stainless steel skyscraper. Its construc 
tion story is tremendous. As public re- 
lation agency for the Committee of 
Stainless Steel Producers, American 
Iron & Steel Inst.. G. M. Basford Co.. 
60 E. 42nd St, New York 17, N. Y 
has the job of keeping editors informed 
about the building's progress, construc- 
tion methods and countless new fea- 
Rather than 
bombard them with periodic releases, 
Basford 


tures it incorporates 


published what might be 


called “a catalog of publicity material 
available” which helps editor pin- 
point and select story ideas and news 
items they want. Then Basford follows 
through supplying the complete 
info. Titled Facts & Figures About 
The Stainless Steel Skyscraper, the 
publicity catalog’ covers the overall 
big story trom every angle giving 
editors their choice of a wealth of 


material 


BUSY PHYSICIANS are now istening 
Nationa 


National 


to direct mail sent to them by 

Drug Co. of Philadelphia 

agency, Pringle-Gotthelf A 

E. 68th St New York 21, N 

ed ight-and ound male 
im. record 

post card Ree 

ports by outstanding 

medical development 


alent 


a summary. Pringle-Gotthel 
that the format 

graph) is being et 

comed by busy doctor 
have to spend m 
reading detailed 


other literatures 


APOLOGY DEPT.: Not too 
a large furniture store mailed 
big broadside printed 
print. In its margin wa 
‘FIRE! We apologize for 
paper used on this circular 
casioned by the fact that the day 
message is being written, the printer 
whose presses were in the process ol 
running our circulars on fine white 
paper, had a disasterous fire. All com- 
position, engravings and printed cir- 
culars were destroyed except one 
which an employee had placed safely 
in his pocket. Within hours, arrange 
ments had been made to photo offset 


‘@ 


Continued " Page 
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COLOR PHOTOGRAPH BY ANTON BHUEH: 


You can even hear a fine Letterhead! 


Pick UP A LETTERHEAD printed on 


How ARD Bonpb and you can see 


feel and even hear its excellence 


You see its wonderful whiteness. You 
feel its ple asant texture And you 


hear the rustle und crackle that important as your 


HOWARD PAPER MILLS, INC. e¢ 


Howard 


“The Nation’s 


Companion Lines: Howard Ledger © Howard Mimeograph 


but they combine to give 


undeniable distinction 


that what you want in me 


busine 


es 
: 


a letter 


say, “Here’s a fine sheet of paper.” 


These may seem subtle qualitse 
And isn't whitest white 


corre 


Business Paper’ 


J 


Your 
will be 


pondence ? printer or paper 


merchant pleased to show 


in you Howarp Bonp samples in 


ind color 


( See, feel and hear the superb qual 


of this favorite business bond 


HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


bond 


, 


Howard Writing © Howard Posing Ledger 


“4 








Listitil Coloe 2yfrroaict CLEMO On Gparwell OUffeet 7 


Howard Paper Mills, Inc 1] Franklin, Ohio 


We'd be pleased to send you samples of our seven finishes and two tints 


Printed on Maxwell Offset — Basis 80-—Wove finish 





newsprint.” The story is a good one 
But the 
doesn't realize the real value of their 


apologetic store probably 
mailing. In face of serious newsprint 
shortages, 
have loved to have the stock involved 


many newspapers would 


ADMASTER PRINTS, INC., 1168 6th 
Ave., New York 36, N. Y., has produced 
an outstanding booklet showcasing their 
200 photographic services. It explains 
how they produce stats on acetate, 
stats in color, repro stats, copy photos, 
transparencies, etc and gives prices 
for each process (pretty reasonable) 
President Henry Roth sends a minia- 
ture transmittal letter produced on ace- 
tate. Good sampling 


HERE'S A MINIATURE DUPLICATOR 
designed to handle a number of 
desk-top jobs. Called the Model 60 
Master Addresser, it prints any type- 


written data (up to 13 lines, 3 inches 
long) from typed master slips. Excel- 
lent for billing, addressing follow-ups, 
imprinting, etc. Prints are made in 3 
seconds simply by inserting the 
typed slip and pulling the handle 
Paper masters can be attached to al- 
most any related record. The addresser 
is only 7” x 13” and sells for about $60 
Write to Master Addresser Co., 6500 W 


Lake St., Minneapolis 16, Minn 


VICTOR ADDRESSING CORP.'S new 
catalog and price list is nothing fancy 
or spectacular but it is easy to read 
and helps you find what you're look- 
ing for in a hurry. Skipping the flim- 
flam, the price list consists of single 
10” x 4” sheets stapled between heavy 
stock covers. Pages cover everything 
from deliveries to speedaumat plate 


APRIL, 1954 


embossing Where possible, actual 
samples of materials are tipped on the 
pages (labels, etc.). You can get a 
copy from Victor at 130 Flatbush Ave 


Brooklyn 17, N. Y 


“YOU HAVE BROKEN A NEW 
BARRIER!” Akers Motor Lines, Inc. te!! 
their customers in a beautiful book- 
let outlining the company's plans for 
expansion. Giving all the credit for 
their growth to their customers, the 
Akers booklet tells them 
fidence is our progress!” 


Akers’ plans for added personnel, ter- 


wy 
Your con- 
then shows 
communications 


minals, equipment, 


etc. The “planned progress” report is 
not only a good sales tool for the motor 
freight line, but also a wonderful pul 
effort. Write to vice 
president and sales manager C. Scott 


Akers at 723 Forrest Rd., N.E. Atlanta 


12, °Ga., and see if he has an extra 


lic relations 


copy 


“MAIL ADVERTISING CORP. OF 
AMERICA”... 


fective this month) of what was for- 


is the new name (ef 


merly Chicago Mailing List Co. Presi 
dent Jack R. Cole reports that CML 
decided to change their name becaus« 
success they've beer 
Select-O-Nomic 
(utilizing IBM 


of widespread 
having with their 
advertising service 
electronic selectivity). CML mass con 
sumer direct mail campaigns made it 
necessary for a new moniker to clarify 
the company's ability to serve adver 


“Mail Advertising 
Corp. of America” was it. There ha: 


tisers nationally 
been no other changes in CML owner: 
ship, management or address which 
is still 435 N. LaSalle St., Chicago 10 


THE STRONGEST CONCENTRATED 
AD CAMPAIGN in the history of frozen 
foods in the New York market wa: 
ushered in recently by previe 
mailings sent to 20,000 supermarket 
and foodstores throughout New York 
City and northern N. J. Brochures 
alerted dealers to a smash campaign 
to introduce Sara Lee frozen Chocolat 
Cake, produced by Kitchens of Sara 
Lee, Inc., 2109 S. Carpenter St. Chicago 
Ill. The mailings outlined an ad sched 
ule which included full page ads in 2: 
newspapers, 500 radio-tv spots and 
aggressive in-store merchandising. The 


Turn your mailing lists 
into extra dollars 
quickly and easily 


NOW 


tells you how 


} ] " Book pac ke 
MOSELY TESTED IDEAS AND TEE 
NIOU if | ) cat 
MOSEL! 


t 
' 


Mail Orc 
pet th 


If you 
can use. 


Nosely checks 


$ 


then | ant to ad these cl ipters on 
@ How to find overlooked profits in your mailing 
lists 
How to start 
The right rental for one time addressing 
Added income for you year after year 


Why your names wont be copied 


Your questions answered 


MOSELY MAIL ORDER LIST SERVICE, INC 
Dept. AR 38 Newbury S1., Boston 16, Mass 


Okay Jim, please send me my new FREE COPY 
of your 12-page Book “HOW TO DOUBLE 
YOUR NET PROFITS FROM YOUR MAILING 
usTSs 
Nome 


C Positior 


° 
Product Sold 


Street 


City & ‘ 





PHOTO-ENGRAVERS 


You can measure the success of 
your printed promotional mate 
rial more accurately by selecting 
Horan” in the preparation of 
qu iutv Black & White, Benday 
or Color Process printing plates 
In the production of dependable 
photo eneravings the human ele 
ment is as great a factor as the 
hest of modern mechanical tech- 
rnhiqgue ; 

Why not call for one of our rep- 


resentatives 





INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM OM PHOTOENGRAVING 





Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


—- e S. A copy of “The 


Art and Technique of 
Phote Engraving’ will 
aid you with your pro 

Send 


duction problems 


$2.00 


HORAN ENGRAVING CO., INC. 


44 West 28th Street, New York 1, N.Y 
MUrray Hill 9-8585 
Branch Off: Newark, N.J1., Allentown, Pa. 











There’s only 


One 


DICKIE- 
RAYMOND 





ADVERTISING 
and 


SALES PROMOTION 


DIRECT 


for 35 Years 


Planning 
Writing 
Production 


i 


470 ATLANTIC AVENUE 


BOSTON 
225 PARK AVENUE 
NEW YORK 

















saturation campaign, backed by dealer 
direct mail, was a repeat of a succes 
ful test made in the Chicago market 
last October. Nationa! distribution wil 
follow. Cunningham & Walsh. N« 


York, is the agency 


CONGRATULATIONS TO JANE 
SANDS, petite boss of J. B. Sands Co 
16 Brighton Ave Boston 34 Mas 


noo 4 One 


ath an awe 


Vie ini 


for that swell pix profile of her direct 
mail firm in the February issue of 
Charm magazine. Jane used reprint 
of the piece for an attractive mailing 
telling how the womans touch and 
Charm add sales appeal to your adver- 
tising.” Jane success story should be 


an inspiration to all women who work 


MAIL ORDER SHIPPERS § should 
investigate the new concept in packag- 
ing developed by Ambassador Plastic 
& Mfg. Corp. 620 N. Michigan Ave 
Chicago 11, Ill. APM is producing color- 
ful and attractive foam styrene pack- 
ages, custom-designed to enhance any 
product. They are light as a feather 
need no additional padding, wrapping 
etc and can be mailed without any 
further outside wrapping. The stvrene 
shippers really stand out in the mail 
Write to president Laurence E. Korwin 
at the above address for more informa 


tion 


THE MANAGEMENT REVIEW, 
popular 33-year-old publication of The 
American Management Assn. (1515 
Broadway, New York 36, N. Y.) wil 
get an overall face-lifting with the 
May issue. Although it will still retain 
its digest format, editor M. J. Dooher 


reports that internal design will be re- 


vamped to include idded editorial de 
partments, et and feature 
four-color cover. With 23,000 manage- 
ment readers, the Review 

cept advertising for 


ith the May 


peginning 


SIMULTANEOUS TWO-SIDED LITHO.- 
GRAPHY is explained in a new tech 
cal bulletin offered to Davidson Dua 
Lith owners by Davidson Cory 
Ryerson St 
four-page bulletir 

i heet can 


ithography 


TYPEWRITER TYPE CAN NOW BE 
CHANGED BY THE TYPIST. . . on the 


Remington Stand 


ters on ! 

matter ol 

character Key 
ington aiso pro 

ters in its standard 
tion and paragraph 
and an equa ig 
avaliab 116 Ren 
tive Type St 


nother 


current 
electrics can 
changeable t 
write to RR 
York 10, N 
R-8794 


COLLECTOR'S CORNER 
from R. J. C 4 
Lane Cove 
he is a set 


advertising 
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lects by mail fron 


different countri« Mi Collins i 


anxious to add to } collectior which 


among other items in des more thar 
1800 different blotter would like 
to hear from Reporter readers in the 
U. S. and Canada. From time to time 
Mr Collin exhibit I collection 
Down Under 


DO YOU KNOW HOW PAPER IS 
MADE? Strathmore Pap Co., West 
Springfield, Ma ha iblished a me 


woklet titled Quality Papermaking 


the Strathmore Way 1 excellent 
prime c } indar itais ol papel 

making i j ion howing 
n detail how aper is produced 
A two-incl ip dou rucking the 
enter! prea ‘ ow-chart of 
papermaking 

tepped-off page vA owing each 
yperation in photo rop a note to 
Strathmore Ad ising Sales 
Promotion Dept n Springfield and 


tney | end you 


SPEAKING OF PAPE ‘ » you 
ould also write to John Leatherbee 

t Crocker-McElwain C« Holyoke 
Ma and get him to ser ou sample 


Distinctive Pape You find 


are distinctive with 
different deck- 


them for 


FUND RAISERS 
tips u a new ho 
Horizons In Fund 
published DY Amer 
Typewriter Co. W 


e produ 
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Some people think that the less 
they pay for each piece of direct 
mail they use, the more they 


get for each penny spent 


They are like the man who 
bought a mule for practically 
nothing. The only trouble 


was... the mule was dead, 





























Phe fact is, direct mail is 
least expensive when it ts 
capable of doing the job it set 
out to do 


The man who knows this 
often uses a better process of 
reproduction, a finer grade 
of paper and always seeks 
the services of a competent 


producer of direct mail 


tefore he gets interested in the 
price of his m ile. he first 
makes sure it alive and can 


do a good day's work 


pa For a quality job, use the 


BALM, Necnah-Ameries's 


PVE GUSONESS PROT RS 


Neenah--America’s 


SAC’ 873 finest business papers 


neenah paper company 
neenah, wisconsin 








Over 1,000 
Shop Owners 


Know 
o 
* 
e 
. 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry 

A letter now will 

bring you a full 
description of 
membership services 


Write 


MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35. Michigan 


getting 
leads 
for \s 
salesmen 
one of your headaches? 


Then you'll want to get the facts on our kind 


of Soles Letter — with the built. reply 


You Il be joining o mighty impressive t of 
bive chips, too, who ve learned thot the 
built-in reply card boosts responses 


lowers selling costs 


One stop service for creatiwe printing 
and mailing saves your time keeps y» 


planning instead of just prc hor @ vp lox 


Why not send now for more informati 


samples of recent successtul promot 


\ SALES LETTERS: 


153 W. 2ird St., Mew York 11 
Telephone WAtkine 9.2680 - | 





to Curtis 1000 Chain-O-Matice Div 


e A 150 Vanderbuilt Ave., W. Hartford 10 
WOR NOTES) “== es 
OT ANOIED 





CONTINY 








eee 


a Auto-Typist, there still a lot of 
FORD DIV. OF FORD MOTOR CO. 


touchin 
recent direct mail 


other meat in the booklet 
. copped top award 
on copy approaches list selectivity : 
. competition ponsored by the Adcraft 
irbon copy technique Fund " ; 
. Club of Detroit The competition was 
raiser can @ opy DY . 
around a review of direct mail 

promotion manag Jame 


: of the contestants during 1955 
Ch 

Ford (and their 

mency « Thor pon) for their 


op-notel 


THE SALES PROMOTION SHOW 
produced by William S. Orkin, pre 
lent of Orkin Expositio Management 

19 W. 44th St.. New York) has gathe 


ind follow 


eee 


PERSONAL NOTE TO OUR PRINTER 
Ed: Rapid Typographers, In 

t. New York, must 

ne of their We 


t type house 


Philadelphia 

arew a izable 
tratford Roof Electronic 
Boston on Apt ransmil ' vee! hei ice dept 

tand at the Fir ustomer 


Exhibitors ir ! I ooked é a wire 


‘ t 
printer direct yne to 


ANYBODY WANT TO TEST THIS 
IDEA? R. L. Hawks of Televads (adve1 
le promotion), P.O. Box 

Diego 4, Calif., sent us a clip 

from Neil Morgan's column in The 
San Diego Evening Tribune whicl 

Hawks says 

good letterhead.” Morgan reported that 


indicates the powel! ol 


lerk goofed, and a United Succes a witchboard. Customer relays cop) 


Drive fund raising letter was mailed art. layouts and written instructions to 


with nothing on it but a letterhead Ray id in less than three minut Ther 


Back came a check frora one recipient after typesetting tapid relay reading 
wh penne response It i proofs back to the customer the same 


refreshing to get a letter like yours! way in less than three minutes 

Saves hours of waiting for pick-ups 

and deliverie Now if we could just 

hook up a Never mind wher 
“CHAIN-O-MATIC” is the name of the next pick-up? 

a new continuous-form envelope, now 

being produced by Curtis 1000, In ppp 

West Hartford, Conn. Reported to b« 


the first completely conventional open 


THE SECRET OF ADVERTISING: 
Leo P. Bott, Jr. (advertising), 64 E 
Jackson Blvd., Chicago 4, Ill, really 


banged it home with some rather 


side envelope available in continuous 
forn Curtis 1000's new product is 


designed with the flap opening on the 
eye-opening statisti In a recent issue 


of his always-good Bott-Shots. Asking 
hi readers How Good i Your 
Memory? Leo invited them to test 
it against a Tendency of Memory To 
Fail Or Forg mart. Said Leo 


People forget quick! Even on things 


long dimension (for easy inserting, et 

Envelopes are mounted on a marginal 
hole punched carrier sheet with special 
perforated ving Seal flap of each 
envelope is placed under the preceding 
envelope in the chain. Can be run 
through any printer, tabulator or typing 


machine equipped with pin-feed platen we want to learn, we forget 1/3 at the 


end of one day vertising you put 


and are ivailable in several sizes 


both First and Third Clas tvle. Write 
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OFFSET DUPLICATING PROGRESS REPORT 


practice copies required 


... and daily 
copy production 
is increased 


Gone is the need for time-wasting make-ready. First 
copies are good copies with the new A. B. Dick? 
offset duplicator, Model 350, because of the precise 
Aquamatic control. One simple setting maintains a 
exact balance of ink and water to produce 
No molleton covers to buy to 
easily flushed out of 


uniformly 
top quality copie 
clean or change Paper lint is 
the fountain, does not accumulate on ink rollers 
information simply mail the coupon 
1 complete demonstration, visit your 
You will find his 
Machines in the 


Let him show 


For mort 
below. Or. for 
\. B. Diel 
rary listed 
classified section of 
ind economically you can now pro 


Company distributor 

under Duplic iting 
your phone book 
You how t i ily 
catalog page systems forms, ad 
bulletin 


illustrations 


duce letterhead 


vertising literature ind other material 


produce photo raph and or linework 


in black or colors in your own office 


AB DICK 


NAME N OUPLICATING 





Cover Story 


A SALUTE TO: 


A MAN WHO'S 


TAKING ACTION 





FOR BETTER 


DIRECT MAIL 


RECOGNITION 


4 IS A SALUTE to a young fel 
low who decided to do somethin 
(rather than talk) about 


more and better recognition for di 


getting 
rect mail. His name is Francis 5 
Andrews. He is president of Ameri 
can Mail 
610 Newbury St 

His name, you may 


Advertising Incorporated, 
Boston 15, Mass. 
remember, 
was mentioned in our January 1956 
feature the roundup of opinions 
from the experts on what they most 
hoped for in 1956 direct mail activi 
ties. We listed twelve major “hoped 
for” classifications. Number six was 
the one mos’ frequently mentioned 
by all of th We hope 
jor more ini gent crusading for 
a better direct 
mail.” We promised in January to 
give you a more complete picture of 


tributors 


understanding of 


what was being done in Boston by 
a relative newcomer in the field .. . 
jovial, livewire Andy Andrews. So 
here it is, 

During October 1955, Boston ad 
vertising agencies and business exe 
cutives received mysterious letters 

forthcoming “Ad 
which ain't Hernan 


Many who passed 


telling about a 
Van's Alley 

do 5 Hideaway 

by the Statler office building were 
curious about the bustling construc 
tion activity in a ground floor lobby 
storeroom but contractors, own 
ers, workmen, etc., were sworn to 
secrecy. More letters were mailed to 
agency and business executives in 
viting them to visit Ad Man’s Alley. 
It opened late in October and the 
visitors streamed into a modern dis 
play of all types of direct mail. There 
were comfortable chairs and tables 
for conferences or inspection of ex 
hibits. An attractive hostess was on 
hand to welcome visitors and serve 
them with hot coffee. 

The Alley was an immediate suc 
cess and after five months con 
tinues to be a success. The idea was 
so new (but logical) it received un 
expected publicity. Radio commen 
tators plugged it, newspapers fea 
tured it, television newscasters cov 
ered the opening. Direct mail adver 
tising, a term unfamiliar to thou 
sands of Bostonians, suddenly came 
into the limelight and continues 
so 

In the first three weeks of opera 
tion more than a thousand sales and 
executives visited Ad 


Prine ipals of ad agen 


advertising 
Man's Alley 
cies showed up with their clients, 
professors of advertising brought 
their classes, and even competitors 


of American Mail brought in their 


clients. After the first three heet 
weeks, during which is was nearly 
impossible to register or count all 
visitors operations became more 
normal and have averaged about 
twenty new visitors per day, with 
about an equal number of repeats 
[he visitors see an ever changin ; 
display of direct mail in action 
prize-winning campaign portfolios 
special collections of successful 
industries 


direct mail in related 


thousands of ideas. | mphasis always 
is on selling ideas. Says creator And 
‘Direct mail 


Spe nu lve 


Andrews producin 


companies have damn 


talking 


much time about nuts and 


bolts W e ve 


machinists 


become known as a 


bunch of rather than 
progressive members ol the adver 
lising fraternily 

Andy intends that his Ad Man's 
Alley will correct the situation. And 
it is certainly making progress 
kvery week, one of the street display 
windows features the speaker and 
subject of the forthcoming meeting 
of the Boston Advertising Club. which 
meets next door in the Statler Hotel 
Naturally, that fosters additional pub 
licity on the part of the Ad Club for 
Ad Man’s Alley The 


because Andy Andrews 


publicity is 
deserved — 
leans backward to keep high-pres 
sure selling out of the picture. Visit 
ors are free to inspect without an 
noying interference. If they want to 
ask questions, they can. If they want 
to talk business, they are referred 
to an AMA account executive who 
will call at the office. When visitors 
ask, “Who is back of all this?’ 

the hostesses have been instructed 
to say that the display is sponsored 
by American Mail in the hope that 
an increased interest in direct mail 
will benefit not only the sponsoring 
company, but the cause of direct 
mail in general. 

Even with all the low-pressure ap 
proa h, business has increased {i 
Andy's concern. We 
some of the figures 
Andy . . but business is actually 
fifty percent ahead of last year in 
. and he had to sus 


wont ive 


revealed by 


same months 
pend at least temporarily a projected 
fifty-five piece campaign of self-pr 
motion 

The idea has received nationwide 
been copy 
righted. You may see similar Ad 
Man’s Alleys in sixteen other cities 


car h sponsored by a low al di 


attention. The name has 


rect mail creator and producer ind 


using the fixtures, displays, techni 


ques and promotion dev loped in the 
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successful Boston exper ent. Unt 
the thers ire established you il 
have t wail until ou visit Boston 


lhen drop in to see tor orself 


id have a cup of thee 

Now is usual with Covel 
stories iets see what makes 
Andy click 

Francis S. Andrews was a rela 
lively obscure figure in direct mail 
circles until the Harvard Business 


Bulletin edition of 
1954, ran a four-page cover story on 
the start and pr 
business started by two 
class of 1947) in 1948. It was a 
fascinating story of how Andy and 
his schoolmate partne! Bob Christen 
retired had the 
to ipproach without money} I he 
First National Bank and ask it to 


start them in the direct mail busi 


™ hool winter 


ogress of a small 


gt uduates 


tudacity 


seri thow 


ness with four automati« 
ind 38.000 


typewriters 
Their Hnposing prosper 
istounded bank 


tus of sixty pages 
vice presidents ind they 
money 

The story of their struggles. the 
overtime work, the development into 
creative work and syndicated mail 
ing pleces would make another ar 
ticle. But 


revenue of just ab« 


from a first years total 
ut S2LOOO. the 
strug 


business grew in six short, 


gling years to better than 
of a million annually ind pul 
it in the G-H 
producers ind creators of the Mail 
Advertising Service (ssn 
Andy is an active 


worker for the 


industry. 


Andy 


brought up in 


1 quartet 
Croup lop bracket 


wher 
ind well respected 
ment of the 


nivanes 


Andre Ws Was born and 
Norway, Main 
thirty-five years ago, which puts him 
in the same age bracket as DMAA 
President Joe MeGec 
publisher Pete Hoke 


old-timers used to wort 


ind Reporter 
Some of us 

ibout what 
would happen to direct mail when we 
started to drop out, No 
worry.) He was graduated from the 
Maine with a B.A. in 
enlisted 


during 


need lo 


Lniversity of 
Government and kLconomices 
Army as 1 private 
Disliked getting up at 
» worked hard 
and played Army politics Rose t 
the rank of major only to find out 
that majors had to get up al three 
o clock to 


After war days, he 


\ ird ind received nis 


im =the 
World War Il 


four in the morning 


pet the priv ites up 


entered Har 
Master's Ly 


gree in. Business \dmuinistration 
Fresh out of Harvard he started 
the career previous eported 
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Andy is a modest sort of fellow 
ind depreciates any claim to fam 
He is not to be taken lightly for 


he weighs a solid 225 and eats regu 
larly. He is a member of the Boston 
Chamber of Commerce. the New 
England Council, the Mana 
gers Club, the Advertising Club of 
Boston, the MASA, DMAA, NIAA 


AFA, and about sixty other associa 


Sales 


tions with high-pressure membership 
programs, 

Andy and _ his 
Dorothy Jane (whom he met on a 
blind date at Wellesley) live in Nat 
wick Mass.. 


aged nine and five 


attractive wite 


with their two children 
As a sideline 

he is an amateur mineralogist which 
necessitated building an extra room 
in the house to store a museum-sized 
collection of rocks He 
thinks he had an 


sometimes 


extra supply ol 


Pr AD 





Come onin.. 


There's coffee, too. . . 


rocks in the head for getting involy 
ed in the 


business 


complicated direct mail 
When summertime comes 
and he is free from attending con 
ventions, he and his family spend 
their loafing time in a quiet retreat 
Maine. He flies 
down to Boston each Friday to sign 
then flies right back 


il Papoose Pond. 


the payroll : 

to Maine again. 
Hope this sketchy 

all of you a preliminary introduction 

to the 

thing to get direct mail better under 

stood 


with him at the next convention 


account gives 


r 


fellow who is doing Sarre 


You can get better acquainted 


Meanwhile, you should enjoy th 
talk he made at Detroit Direct Mail 
Day which begins on the next 
page 

Andy's type of thinking is needed 
in direct mail. That is our 


for this salute. @ 


reassert 


Statier Buliding Lobby + Boston 16, Mass 


. plenty of room to browse ‘n lounge 


You'll be greeted by Gene Thurman, and a rib-tickling mural 


And see an ever-changing display of DIRECT MAIL IN ACTION! 


courtesty of American Mail 

























































* HAnocook—6-6375 
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WwW" v | was Askep for the subject 
of my Detroit Direct Mail Day 
I sent in the following title: “Success 
ful Direct Mail is A Four Step Sale 
Back came a letter from my good 
friend, Huntley Geddes. Huntley sug 
gested that | change the title to read 
“Successtul Direct Mail Is A Four 
Mep Project 

Now, any cracker barrel poet will 
tell you sale rhymes with mail 
However 
the last paragraph of his letter that 


Hluntly had mentioned in 


he was cancelling my hotel reserva 
tion. Panic stricken, | hastened to as 
sure him that | would agree to any 
thing —even the total destruction of 
my poetic title, So it's too bad I cant 
give my original speech. Because suc 
cesslul direct mail must be sold fours 


tume 5 


First the 
sell Aimself on the value of direct 





vivertising manager must 


mail as an advertising medium 


Secondly, the importance of direct 
mail must be sold to lop manage 
ment 
The sales force or the distributor 
organization must be sold on any di 
rect mail program which depends on 
their cooperation for success. Only 
after the first three sales have been 
made, do we proceed to the final sale 
the mailings to the prospect 
| have spent the better part of my 
business career as a salesman of 
ideas. | had hoped to sneak across 
the thought that direct mail is more 
than tipping postage stamps to the 
right or to the left. That mail adver 
tising is more than pink reply cards 


Direct mail success begins with a state of mind: 


IS A FOUR-STEP 


SUCCESSFUL DIRECT MAIL 


By Francis S. Andrews, President 


imerican Mail Advertising, Boston 


versus blue reply envelopes. That you 
don't always need a hole in your 
letter to produce results. That you 
might get a few replies without using 
the magi “now. 
That you don’t have to give away 
shares of stock or gold stamped suit- 


words “free” or 


cases, to interest prospects in your 
sales story. 


Many advertising managers get 
buried in this type of nonsensical 
minutia. They forget the major pur 
pose of the direct mail campaign. 
While they are worrying about mail 
order selling techniques, the mem- 
bers of the executive committee have 
cut out the direct mail budget. Or the 
sales manager has let inquiries pile 
up bree a4use no plans for follow-up 
have been made. Or the dealer or- 
ganization has been forgotten. No 











one has told them what to expect or 
what to do. In fact, the ultimate 
reader of direct mail . the pro- 
spect... may be so confused by the 
gimmicks used to get his attention 
that he fails to understand the sales 
message. 

If | had been permitted to make 
my original speech, | would have 
pointed out that direct mail success 
begins with a state of mind. Before 
any direct mail effort can be wholly 
successful, the advertising manager 
must convince himself that direct 
mail is a major advertising medium 

capable of reaching selective 
markets more effectively than any 
other form of advertising. Unfortu 
ately, not all advertising managers 
are so convinced. 


(Continued on Page 13) 


Text Of A Speech By 






































































Francis $. Andrews 


















Delivered During 
Direct Mail Day 


in Detroit 






















February 23, 1956 


For information about the author 


see cover story, page 18. 
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CLEAN AS THE NEW HAMMERMILL BOND. | 


it) Has I] rtl il] paper nowadays 


final cleaning througn ¢ iri + quipment that 
i 


pent a hall 


Red ERM) 
’ BON D ie: no more 





White Blooms Whiter .. . 
on HAMMERMILL OPAQUE 


@ You probably aren't asked to printa b 
Carnegiea gigantea (Giant Saguaro) every day 
whatever you print Hammermill Opaque will lend 
an extra lazzle to your four-color work. Its extra 
whitene s give vided sparkle to coiors. It adds realism 
and punch, Use Hammermill Opaque for more snap 
in black and white jobs, too letterpress or offset 
And if you use both sides of the sheet, Hammermil! 
Opaque s greater opacity simplifne s your printing jol 
You can get the radiant whitene of Hammermill 
Opaque in four finishes and a wide selection of 
substance weights 
Lithographed on Hamme rmill Opaque, Substance 28,1 ellum finish 
Vanufactured by 
HAMMERMILL PAPER COMPANY, ERIE, PENNSYLVANIA 








Direct Mail Is A Four-Step Project, cont. 


Have You Ever Met: 


Deadset Dick: He is deadset against 
all direct mail. He tried it once. It 
didn't work. He wrote the copy him 
self. Checked it with his secretary 
Mailed out a nine page mimeograph 
letter. All about the history of the 
company Lots of square footage of 
floor space Wonderful machinery 
He offered a free booklet about the 
company with a picture of the 
president and smoke coming out 

Nothing happened 
Deadset Dick is out of the direct 


mail picture right now. He's com 


the chimney 


posing copy for skywriting 


b 


Crisis Charlie: He works best under 
pressure. Pressure on someone else 
that is. He calls his printer Friday 
afternoon \ 
president is grabbing a fast plane 


for Tim-Buck-Too 


three copies of a tour color 


crisis! Our beloved 
Prexy needs just 
folder 
which hasn't been designed as 
vet. All that Crisis Charlie needs is 
a quick price ind assurance that the 
job will be finished by Sunday after 


noon. without overtime 
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Reluctant Ralph: He once succeeded 
with direct mail. Got lots of leads 
Sold a lot of equipment. Made a lot 
of money. Until that fateful day on 
the golf course. HORRORS! They 
laughed when he sat down at the 
nineteenth hole. An old crony said 
“I got a letter from you, Ralph. What 
are you trying to do . sell me 
something?” Ralph suddenly realized 
that no well-bred businessman evet 
stoops to such crass commercialism 


Back to tombstone advertising. 


If | sound a bit cynical, | want to 
assure you that a most encouraging 
development is underway A new 
spirit of direct mail professionalism 
is gaining momentum across the land 
Advertising men and women now 
realize that direct mail is out of its 
swaddling clothes and has taken its 
place among the other major media 
Direct mail is no longer a wanton 
lady on the primrose path of adver 


“ y 
lising 


Advertising managers are convine 
ing themselves that direct mail is 
truly a sleeping giant They are being 
helped in their education by research 
studies which are putting to bed, for 
once and for all, the ancient myths 
about direct mail. Such as “direct 
mail is never read it just goes 
into the wastebasket 


sat with me right here in Detroit 


Some of you 


three years ago, and listened with 
amazement as Elmo Roper unfolded 
the results of this study into con 


Formula Fred: Hes so busy testing 
that he never gets around to do a 
mailing. He has read every book on 


mail order selling. He is reasonably 


sure that the postage meter outpulls 


t 


¢ stamps. That 259% rag bond 


envelopes outpull 50% rag bond 


envelopes That mailings on rainy 


Tuesday outpull Sunday. formula 
Fred is the man who listens to every 
crackpot with a magic formula The 
fact that he has only five hundred 
industrial 


high grade prospects on 


his mailing list doesn't bother him 


sumer direct mail now known as 
the “Ford Story You found out 
that people at home not only read 
their mail, they pass it on for others 
to read and they buy 
Last year, in Chicago, we listened 
while Leonard Raymond explained 
that the readership of professionally 
prepared direct mail sent to business 
addresses was higher than any of us 
ever dared hope Perhaps these 
readership studies will prove that di 
rect mail has a higher reac rship 
than all other advertising media! 
One of the major arguments for 
direct mail has always been that you 
can measure results, Most of us have 
been content when the direct returns 
showed a profit. What fools we were! 
Counting reply cards and judging ihe 
total effectiveness of the campaign 
accordingly. We now know that di 
rect mail has a readership not neces 
sarily reflected in immediate sales 


pure adve rlising 


This readership i* 











Ho it yourselt with 


\ 


the last word in paper type for offset 
ond electronic reproduction 
SETS EVERYTHING 
Anyone con set headlines and bedy 
text for ads, printed pieces of all 


kinds 
QUICKER, EASIER 
Presto Type comes on compact wooden 
type holders aligns automatically 
te straight edge tabs overlap 
allowing jal sp @ fer ial 
letter combinations no opaquing 
between letters required 
COSTS LESS 
Complete fonts from 
$2.25 to $11.25 
Has up to 62 different choracters on 
@ stick in pads of 50 each— 
3000 characters in all 


: WRITE FOR 
CATALOG 
Showing 
130 Type Faces 
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ADDRESSING 
MACHINES 


competition 


offer you the only 
you can find in the Addressing 


Machine industry. 


yellow telephone 


The 


Consult your 


book or write to Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge, 39, 


Mass. 





value, over and above the direct re 
turns. All this time, we have been 


receiving a magnificent bonus. 

The advertising man who wants to 
find out what direct mail is all about, 
really 


medium to its best advantage, now 


who is intent on using the 


finds an ever increasing wealth of 
knowledge at his fingertips. When an 
advertising manager convinces him 
self that direct mail is an important 
advertising medium, he has made the 
first vital sale essential to th 
success of a direct mail advertising 


program. 


Today, when an advertising man 
ager has sold himself on the proper 
approach to direct mail success. he 
comes to several con 


inevitably 


clusions 
1. That careful planning in necessary 


2. That direct mail must be coordinated with 
other advertising media 


3. That time and money must be spent to 
get results 


4. Thet quality begets quality—in thinking 
and in production 


5. That professionalism is the essence of 
success 


6. That direct mail is not an end in itself 
The final goal is not the reply card, but the 
sale 


7. That direct mail is capable of getting con- 
sumer acceptence for a product, establish a 
brand name, and perform many of the 
functions heretofore reserved for mass media 


If | had been permitted to make 


my original speech, | would have 
proc eeded, at this point, to the second 
great sale selling top management 
This may sound easy, One would as- 
sume that all you have to do is show 

res ord of success, or a reasonable 
prospect for success. It just isn’t that 


easy. 


Let me tell you about a client of 
mine a major manufacturer of 
fine printing papers who had never 
used direct mail advertising. 

It took nearly two years to con 
vince the president and other officers 
that direct mail could bring in leads 
to support the merchant paper sales 
these long, 


men. During agonizing 


months, the advertising manager of 
this company with my assistance, 
went into the field, interviewed users 


of tine 


printing papers, interviewed 


interviewed paper met 
chants, interviewed salesmen 

We prepared a whole year’s pro 
gram in advance. We estimated the 
return. We converted the 


estimated return into the sales pro 


exper ted 


jection. We computed the sales cost 
per ton of paper We developed an 
system We en 
listed the cooperation of the pape: 
merchants. We built 
checked them and cross-checked them 

Finally, the 


could not withstand the pres 


inquiry answering 


mailing lists 


president of the com 
pany 
sure. He got interested in the pro 
ideas 
board of 


special 


ject. He contributed his ow: 
Finally, he 


directors and got a 


went before the 
ippro 
priation to carry the direct mail 
campaign 

A month ago, the 
launched The company 
LOO high leads in the first 
few days. By the end of the 


return had passed BOW 


program was 
receive | 
grade 
second 
mailing, the 
more than we had anti ipated 
A quick check 
in the field found that the leads were 
resulting in volume sales. Promptly 
the president talked of doubling th 
direct mail budget for 1957 


leads 


for the whole year 


that even ! 
your direct mail campaign is a su 
defeated in the 


Remember this 


cess—you will be 
long run unless you sell lop manag: 
lo do it 
all the steps you went through to sell 
Then you must take iddi 
tional steps if vou are to make vour 


ment you must go through 


yourself, 


sale permanent 

In the Army, there is a procedure 
known as completed staff work. A 
staff officer 


mendations in such a way 


prepares his recom 
that his 
commanding officer can say “Yes 
or “No” The staff knows 
that when the CO puts his stamp of 


approval on a project, he is layir 


officer 


his professional reputation on the 


overlooked ln 
lieve me! Your completed staff work 


line. Few steps are 


should include the following 


1. Establish the purpose of the direct mail 
program 


2. Show how it ties in with the overall 
advertising and sales objectives of the com- 
pany 


3. Show how the direct mail program will 
help reach these objectives 


4. Prepare a yeor's program in advance 
5. Estimate the costs of the progrom 


6. Coordinate your program with the sales 
force 


7. Clear your plen with all deportments 
and individuals concerned 


8. Then, seek an adequate budget to be set 
aside for the exclusive use of your direct 
mail program 


Based on my 


will sell top manag 
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sales job is still unfinished. All dur when every copy rust be sharp... 


ing the year, you must sell and re 
sell. Present weekly or monthly re 
ports matching results with estimates 
Be sure all executives are on the 
matting list At the end of the vear 
resent your summary of results 
Then. and only ther will you be 
ible to go before top management 
to sell next year’s program 

Ihe third essential sale involves 
the sales force, or the distributor or 
antization Assuming that you hav 
sold yourself on direct mail, and 
have sold your top management, the 
whole program can come toppling 
down unless you make the necessary 
irrangements to convert direct mail 
leads into sales 

There is no more heartbreaking 
experience in the whole field of ad 
vertising, than to plan and execute 
a successtul campaign, and then see 
the leads followed up ineffectively 

too late or not at all 

The common tendency is to say 
Let's wait and see what happens 
This attitude can only lead to 
trouble If you, as an advertising 
manager. are not convinced that your 
direct mail program is going to be a 
success, then you had better plan it 
ill over again kKach of us. at one 
time or another, has given our all 
for a particular project. After pain 
ful hours or weeks of preparation 
we have seen our efforts lost because 
we produce too much business 

If you will permit me another 
fiight into the past 1 would like to 
tell you of the first creative account 
| ever handled. | had worked for 
three months. trying to convince the 
president of a small chemical firm 
to use direct mail. Finally. he agreed 
io a teat. We would mail ten letter, ‘Se prefers NEKOOSA DUPLICATOR 
| quoted him the magnificent fee of = 
$5.00 to write the letter, and $4.00 


to produce the mailing Smart girl! After trying all kinds of dupli- 


We selected tet likely prospects 
| I ! | | I Duplicator makes her job easier and faster 

“ is ? ) ‘) | f 
for i chemical produc and th Nekoosa Duplicator has a smooth, lint-free 
mailing went out. For days I sat surface that gives clear, bright copies——even 


cating papers she now knows that Nckoosa 


glued to the telephone waiting long runs. Saves time, too, because it 


on 
hoping for the wild and wonde always lies flat and feed hrough the ma 
ful word that we ere to proceed chine at toy speed Nekoosa Duplicator 1s 
with a bis program, sa $95.00 ne of the complete line of Nekoosa Papers 
Litter silence Lnable to contain every business and every business need. 
vself any long | telephoned the 
president coldly informed 
that the prog is a “failure 
because two of the people on the 
list had not responded 
suggested another mailing No 
said the president one of the 


has contracted 


cess prod on 
is ducti Nekoosa Bond @ WNekoosa Ledger © Nekoosa Duplicator 
Nek a Mimeo @ Nekoosa Manifold © Nekoosa Offsct | =) 


Nek a Maste ent @ Nekoosa Opaque 
1 ARDOR Paper 
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CUT YOUR 
MAILING 
COSTS! 


WITH THE 
MODEL 
No. 6 


This portal 

Model No. 6 

ed to tie letter mail ' 
signed for generel purpose tying 
of bundles in any equence 

6” high without a 

justable ley 

abie at : 


All SAXMAYER tye 
for SAFETY 


where needed 


sulomatic clease 
SIMPLICITY ll 
working parts are interchangeable 
not only attractive in appearance 
but aleo EFFICIENT fully aute 
matic, speedy, firm, non-slip ties 
economical in twine and time. Let 


us prove it on our trial basis 


Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for detaile and litera 


ture 


DEPT. A 


NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 








IDEA For Sales Letters 


tested to deliver 98 
readership in every 
a LL | 


Le Gs 
Tiffany's, the come 
hither of Marilynne 


phone me collect, tell 
me all about whet 
when and who you 
wT ae ee and 
youll get a straight 


forwerd answer 


Sess 
Liggett 4-7203 


for two years 

The moral to this story is: Be 
sure and charge at least SLO.00 for a 
letter guaranteed to sell out a plants 
productive capacity While it is eas 
for an advertising manager to shrug 
his shoulders and say well get the 
inquiries, you get the sales it just 
doesn t work that way 

The nivertising f 
part of his overall job, should co 
ordinate his efforts with the sale 


oe as 
manage! i 


department to be sure that the com 
pany is prepared to handle increased 
business is well as inquiries 
when they come u Where a distri 
hutor rganization exists, it is fre 
quent Cessa to get out into the 
frelcl whe } program can be im 
level of the sale 

reasonable issur 

direct mail inquiries will 

erled nto ales your pro 

ill have failed. The tinkle of 

the sh register is morbidly final 
I ke that you were disappointed 

w hve | wasn't able to talk about 
sales and selling | have cautiously 
ivoided the tabo That was one of 
the conditions under which | was 
permitted to spe ik 
also” = disappointed that | 


Perhaps you are 
haven't 
formula for direct 
mail success Like ter secret words 
that start the repl irds flowing like 


piven ou a mag 


Witte 

i rhaps ou teel that if | had 
been permitted to discuss the last and 
final sale—the sale to the ultimate 
reader—that | would begin to shake 
loose some nuts and bolts 

Te tell you the truth. | don’t know 
what makes an given piece of di 
rect mail a success. If I did. | would 
he in Florida with my clients. I can 
only suggest to you some of the 
tech ques 1 use a few facts to 
remember i few signposts along 
the way 

When | approach a direct mail 
project, | think of an island in the 
North Sea. This island is inhabited 
by little animals known as lemmings 
Many years ago the island was a 
part of the mainland. and each vea 
the lemmings migrated to another 
area which is now separated 
from the island by a wide expanse 
of water. Year after year the migra 
tions have continued but now 
the litth lemmings go down to the 
heach. swim out into the sca 
and drown. They have not learned 
that conditions have changed 

These days, | am approaching my 
direct mail problems with the atti 
tude and belief that direct mail aud 


iences have changed. too. I have 
discarded the concept that the direct 
mail audience is composed of nine 
ear old morons. | look around and 
remember that my audience is th 
same audience which tuned in on a 
classical music spectacular a_ few 
weeks ago one of the largest 
sudiences in the history of televis 
ion 

| trv to remember that more peo 
ple attend concerts than go to ball 
games Il try te picture the 10 mi 
lion Gl s who received colle ue edu 
cations after the war I try to picture 
the changing living habits of far 
lies who now own their owt homes 
in the suburbs 

| bear in mind that in consume 


mailings | have already eliminated 


slum areas from my lists and 
marginal business firms have been 
eliminated from n business mail 
ings. After all, we mail to the peopl 


, 
who are in a position to bys 


| have maintained that the same 
quality of art, copy and productior 
should go inte direct mail as nt 
other form of advertising Wh 
should a salesman in the mail be 
inv less educated or less groomed 
than a salesman on the street? Why 
should a manufacturer who is proud 
of his product and proud of his posi 
tion in the indust: he illowed t 
represent himself in the mails as a 


solvenly basement operation ? 


I have looked for ways to free the 
mails from crude gimmicks. corn 
hall copy ind che ip printing I have 
tried to approach direct mail in a 
manner which will bring credit 


' have tried to tell 


the industry 
clients that you must not gambl 
short term profit for long term loss 
There are. unfortunately, many whe 
will sacrifice honesty and integrity 
for a fast buck. They use techniques 
which confuse, deceive. and obscur 
And they preach these practices lt 
audiences like you. In the long rut 
an intelligent public will give the 
swer through the relentless laws 
economics 

I have found that the quality 
proach nearly always pays off 
usually to a greater extent than 
cheap appre ach After all. the 
measuring sticks of price are 
cost per imquiry and the cost pet 
sale not the cost of a letter 


ing into the mailbox 


In helping you to n ake 
sale to the ultimate reader 
direct mat | urge ou to 


your direct n caretull 
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mative helpful, give facts, show 
benehts, solve problems and, 
above all, be honest. Never under 
estimate the intelligence of your 
iudience. To take any other course 
of action is to invite failure for your 
wn direct mail, and for the cause 
of direct mail, in general. | am no 
Billy Graham of the mailbox set 
but | am anxious to see you succeed 
Perhaps you can xccept this excuse 
for my perhaps dogmatic over-en 


thusiasm 
. >. * 


Looking back. I still feel that | 
like my original idea for a speech 
“Successful Direct Mail is a Four 
Step Sale.” | feel strongly that di 
rect mail must be sold to the adver 
fising manager, to top management 
to the sales jorce, and finally to th 
reader. 

| feel so strongly on this subject 
in fact, that I have decided not to 
compromise. To hell with the Detroit 
Direct Mail Day Committee I'm 
not going to make a speech at all! @ 


r 


WATCH THIS HIGH 
PRESSURE RACKET 


If any of you are bothered by 
telephone or other high-pressure 
solicitations from a so-called union 
newspaper located in New York 
City ... we suggest that you get in 
touch with your Better Business 
Bureau and ask to see the National 
Better Business Bureau's Solicita 
tions Bulletin No. 196, dated Sep 
tember 15, 1953, and Solicitations consult a Swami to forecast a 
bulletin No. 211, dated January 21, 

1955. Those will give you the whol . . a 
successful Direct Mail sales future. A Cupples 


history of how these high-pressure 


No need to 


salesmen try to force advertising by 

claiming that they are afhliated with Personalized envelope will help to insure the success of 
sponsored by or otherwise con 

nestes 1 - - American Fou re your mailing campaign. A distinctively designed envelope 
tion «i abor nm many cases this . 


organization has run advertisements 


will attract a greater percentage of returns. Call Cupples 


without prior permission and have 


used the mail to dun for payment 


[he bulletins mentioned above re and permit us to offer the services of our 
veal that the AFL has denied all 
ennection Wie the ecgenmaien. © Art Department at no obligation 


NEXT MONTH’S REPORTER 
will feature an important concept to you 
and ideal for improving direct mail Y 


upples 


@ you! ead ! ptional ana 
envelope CO, . nc. 
360 Furman Street - Brooklyn 1, New York 
TR 5-6285, 6, 7, 8,9 
OTHER OFFICES: BOSTON - WASHINGTON - PHILADELPHIA 
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whatisa 


LIST 


Wi. broker that puts 


customer returns before his 
own profit one that would 
rather lose the order than see 


client make a wrong list sel 


ctior 
Wri broker who continu ally 


combs the market for lists 


to fit the client’s products 
and fields of interest 


SA rh broker who has had 


experience on “both sides 
of the desk” and unders tands 
the list problems anc 
and needs of the client 


Vin. broker that isn’t finished 


mece the order 1s placed — 
but follows thr vugh 


until it is delivered 


Wri. broker who knows by doin 


testing, produc tion, and 
mailing operations — and 


freely passes on this 


knowledge when requested 


A the! broker whose client is 


always King — whether he 
list buyer or list owner 


¥ The broker who gives the buyer 


of small lists the same serv er 
he does the buyer of millions 


. Hill 7-4158 


planned circulation 
19 west 44 street 
new york 36, n. y. 





Old American Ins. Co. Improvement Checklist 


Answers “Yes” To The Question: 


CAN YOU PREJUDGE OR 





RATE YOUR DIRECT MAIL? 





By Joseph J. McGee, Jr., 
Old American I e, Kans 


rAVovAY our lives and our business 
| are so complex that it's practi 
illy impossible to give each and 
every piece of direct mail the proper 
consideration without 
method of 


ourselves of the mayor 
watch for 


amount ot 
some handy reminding 


points to 


And also there is a_ certain 
amount of inertia in the best of us 
inertia that prevents us from making 
a change here or there—even when 
we know such a change would im 
That's why at Old 


American we have just ce veloped our 


prove our re sults 


first of a series of direct mail im 
provement check lists By checking 
efforts 
against this check list, we expect two 
benefits 


oul Various direct mail 


spec ifie 


FIRST we will be able to make 
certain that as we create new direct mail 
pieces—the pressures of time do not cause 
us to overlook some of the basic elements 
that we know moke for better results 


SECOND we expect by checking all 


of our current direct mail against this list— 
we will overcome thot all too frequent 
habit of leaving things as they are; because 
it’s too much trouble to change a piece 
that obviously can be improved 


This may be old shoe to many 
of you but to its something 
new. The checklist you will find on 
the next page is our first attempt at 
making such an experience and know 
how vardstick. We just started using 
the guide the first of the year—and 
although I'm certain that usage will 
dictate certain changes in the guide 
itself—I can already report that it is 
of immeasurable help to us 

Of course. this one is designed 
especially for our mail order type 
needs at Old American—so many of 


the items included may have littl 
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bearing on your own direct mail 
But some of the points are common 
to all direct mail and they might sug 
gest to you the preparation of a 
similar check list with questions ap 
plicable to your own direct mail 

As experience has taught us that 
our most effective mailings consist of 
an outside envelope, a letter, an or 
der form, and a return envelope 
we have included questions only on 
these elements. 

Under each element, you will not: 
that we ask ourselves certain ques 
tions. These questions are answered 
by checking off how we rate the el 
ment in view of the question posed 

In some instances, the question can 
very properly be answered by check 
ing under the appropriate heading 
EXCELLENT, GOOD, FAIR, ot 
POOR. 

In others, your first impression 
may be that the question calls for a 


Yes or No answer—rather than a 


rating. In this type of question we 
anticipate a definite Yes to the ques 
tion and what we really mean by the 
question is how well did we do the 
job. For « xample under Section 

concerning letter copy you will see 
the question, “Does the letter have 
a conversational tone?” What we 
wtually want to rate is how wood 
is the 
excellent good fair or poor 4 


“conversational tone”, Is it 


Naturally we musi be objective in 


rating the various questions and 
to be doubly sure, at Old American 
we have several people review each 
piece and then compare ratings 
After each element we have a line 
Suggested lest 


which re ads 


Items There is a very definite rea 
son for this. Often in the past we 
have found ourselves testing certain 
phases of a mailing piece over and 
over again-—even ‘after they had 
what we considered an excellent rat 


ing—at the expense of m glecting lo 





Joseph J. McGee, Jr. 


Reporter's Note: Joseph J. McGee, Jr. made 
a very significant contribution to direct mail 
lore when he appeared as luncheon speaker 
ot the Detroit Direct Mail Day Luncheon 
on February 24, 1956. Joe, as most of 
you know, is president of Old American 
Insurance Company of Kansas City, Missouri 
and is also the present Prasident (the young 
est ever) of the Direct Mail Advertising As- 
sociation. As Joe started talking every 
member of the audience was supplied with 
a new “Direct Mail Improvement Check 
List” recently originated by Old American 
We are reproducing that check list here for 
the benefit of all readers of The Reporter 
who might went to revise or adapt it to 
their own use. We are also giving you the 
digested highlights of Joe McGee's explana 
tion. Read carefully then toke action 








test other phases of the mailing that 
actually had only a fair or poor rat 
ing 

No matter how many mailings a 
company makes, there is a practi« al 
limit to the number of tests than can 
he conducted. By use of this check 
list we can assure ourselves that our 
testing can be done in the areas most 
in need of improvement. 


SECTION |: The Outer Envelope 


Under Section | you will note that 


RATED BY 


we ask ourselves questions concern 
ing the outside envelope—most of 
which are rather obvious. A few may 
even seem unimportant but are 
they 7 

Take for instance the questions: 
“Is the overall design neat and at- 
tractive? Is the printing sharp? I|s 
the color of the ink right?” You'll 
also note in this section a question 
asking if the envelope is related to 
the letterhead design-wise, By this, 
we don't mean necessarily that it 
should match. But. generally speak- 


ing, we do believe the letterhead and 
envelope should give a feeling of 
harmony. 


SECTION II: Concerning The Letter 
First, about the lead We think 


the first 15 words in our copy are 
more important than the next 15,000 
And therefore it’s important that the 
lead promise a benefit under most 
circumstances. 

That’s why we ask ourselves if we 
have fired our biggest gun first. It's 
a great temptation to hold out the 








PURPOSE 





OF MAILING 













i. OUTER ENVELOPE RATED ELEMENTS EXC 





RATED ELEMENTS 


Is the overall design neat and 
attractive? 

Is the envelope related to the 
letterhead design. wise? 

How do you rate the quality of 
poper stock as to color, 
opacity, feel? 

ls the printing sharp? 

Is the color of ink right? 

How do you rate the positioning 
of elements? 

ls this the best form of postage 
for this mailing? 

Is the envelope easy to handle 
for inserting? 

Does the window fit the order form 
exactly? 

How do you rate the mailing piece 
for size? 


Whet over-all rating? 


Suggested Test items 








GOOD FAIR POOR 


Have we offered proof of the pudding? 


Is it clear how the reader is to 


GOOD FAIR POOR 


the order? 


order—and did you ask for 


Is the MONEY-BACK GUARANTEE 


stated clearly? 


CJ Does the letter have a conversa 


tional tone? 


Does the letter hove “you” attitude? 
Hove you used between 70 and 80 


O words of 
CJ 


syllable for 


each 100 words written? 

Is there anything oat all in the 
letter which may couse oa 
legal misunderstanding? 


J J Whet over-cll rating? 


Suggested Test items 


Is the over-oll 


eppecrance neat 
and attractive? 


Does the letter have a good post 
script which focuses attention 
on the order form? 


Is the letterhead 





i. LETTER 


related to the 


outer envelope design wise? 
How do you rate the quolity of 





RATED ELEMENTS 
Copy: 


Does the lead promise a benefit? 

Mave you fired your biggest gun 
first? 

is there a BIG IDEA behind this 
letter? 

Does the letter proceed in the 
logical patterns you hove 
established for the reader? 

Have you formed a “bucket 

bridgade” through the letter? 








Exc. GOOD FAIR POOR 


Is the printing 


; Is the ink coverage right? 
J How do you rote 


paper stock 
opacity, feel? 


os to color 
sharp? 


the letter for 


such details as proper fold 
J ing arrangement, use of IBM 


Executive type, 


use of blue 


ink for signature? 


, Whet over-all rating? 


Suggested Test items 
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big gun tor a tew paragraphs hut one that fills a need or want that is uses the mails to tell its story 







weve found that by firing away not being satished We have had must be founded on such a= solid 
right at the very beginning—our re in idea at Old American and because foundation—-or next year it would 
sults are improved of it weve had, at least, some ce cease to exist. That’s why we are 

e of success downright disturbed at the faisity of 





Next. we ask about the BIG IDEA Bre 






the junk mail label which has 








behind this letter That's shop talk Fen s oO comp spec es 
: fa , Because ur company specializ horn hantered ahout by a few whe 
a — n insurance for older people i: lo not understand the reat servi 
ao “ i Sli ( v i s ‘ 
shat we mean live by the slogan that Ave alone that i ners mail renders 






At Old American we subscribe to does not make a person uninsur Look 
ible We feel it pays us to get this 





al the next question 





; 


ihout a logical pattern to the letter 





the theory that behind every great 








| > hy i hy che ‘ ‘ ) 

institution there must be a GREAT a blended either directly We think ithe reader has a tendency 
IDI \ an idea that expresses itsetl indirectly into our cop) lw anticipate what we are gomg te 
in a better product or service, o1 Any company that year after yeat say next. Therefore, once we have 


MAIL IMPROVEMENT CHECK LIST 


This comprehensive checklist can help you improve your Letter, Outer Envelope, 







Business Reply Envelope and Order Form. While designed by Old American for 












their own needs . . . you can revise it to fit yours 













RATED ELEMENTS 





FAIR: POOR 





Exc. GOOD 





ill. BUSINESS REPLY ENVELOPE 






Does a Money-Back Guarantee 











if applicable appear on 








RATED ELEMENTS EXC. GOOD FAIR 


the form? 









Does the business reply envelope 


look like a business reply What over-all rating? 







envelope ? 
Suggested Test items 





is it neat and attractive? 





Does it conform exactly to 
? 





postol regulations 


Design: 






is the printing sharp? 





Is the design neot and attractive? 





Are the ink colors right? 






How do you rate the spacing of ' How do you rate the border design? 






Is the order torn busy? 







type elements? 





Does the order form fit as it 





Is the size adequate to carry 





should if used in a window? 






the order form back? 





Is the printing sharp and clear? 






Have we printed Thank You 





How do you rate the arrange 





under back flap? 





ment of elements? 






Does the envelope flay stay 





closed when glued? 






What over-all rating? 






What over-all rating? 
Suggested Test items 






Suggested Test items 










V. OTHER REMARKS: 












IV. ORDER FORM 














RATED ELEMENTS EXC. GOOD FAIR POOR 





Copy: 


Does the order forn om pletely 






summarize the proposition 





so that it stands alone? 









form tie in with 





order 





Does the 


















the copy in the letter? 
Is all the intormatior needed 
for the order har dling de 
partment howr mn the form? 
Is the copy affirmative in noture? J ] 






Are 





the terms 





mistakably 


started, we try NOT to upset thi 


expectation 
We like to 

our passenger in a 

car, He 


destination 


re ser b 


think of the 
motorcycle side 
straight to his 
swiftly 


wants to go 
surely and 
not to dawdle 


stop to look at the 


Therefore we try 
the 
scenery He may get tired 
I've had enough We try not to 
make such sharp turns that he 


the side-car 


way ne 


ind 
go shooting off down the 


with 


road in its original direction 


out us 
bucket-brig 
I he bucket 


know is | 
bh 


formed a 
letter ¢ 


Have we 
ade through the 


brigade as many of you 
coined expression originally used 
Max Ross of Look 
zim now of adver 
Old When we 
form a Bucket Brigade through our 
letter, what we do is make that 
each thought or paragraph is joined 
helor 


formerly maga 


and our director 


lining at \merican 


suire 


logether with what has gone 


without 


expressions, 


natural easy 


whiske ry 
talks about 


fashior 
letting such 
F railey into 
your letters 

And then 
the number of 


100) words 


as Cy creep 
there « the 
syllable 
written. Although this 
thing to 


question or 
one words 
per 
is an important watch in 


live of 


important for us in 


business, it is 
the 


hecause, even wher 


every Cs per 


tally msut 
if business 
clearly an insurance pol 


is sometimes dithcult for the lay 


t xplaine d 


an to understand 


Questions About Design 


ask ourselves 
the design of the letter 
fairly self-explanatory. We 
dwelling on the 


The 


conceTning 


que stions we 


are all 
sensational 
attract 


ire not 


but rather on neatness and 


iIVeness 
We know 


mm thee 


differ 
letter 


there is i lot of 


pulling power ol i 


SOME OLD AMERICAN INS. CO. DIRECT MAIL GUIDEPOSTS: 


Outer Envelope Design 
@ the 
feeling of 


letterhead and envelope 


harmony 


Letter Copy 
@ the first 15 


lead promise a You 
would like to talk 


words are more important 


benefit may not be 


write aos you 


Letter Design 
« Try to break 


up poragraphs 


indent use 


Reply Envelope 
@ Moke 
folded to be 


size, of 


right 


ture they ore the 


sent back 


Order Form 


@ it should completely 


copy 


summarize the 


ray by 


These links 


simple 


connecting 
very devices as simple 
as numbering thoughts 1, 2, 3 or A 
B.C. On may be a little more 
complex, suc h as some of the follow 
ing sentences 
that 
hand 
letter if 
just 


they 


types of 
the 


“signpost” 
sort of take 
ind lead 


yoru 


reader by the 
through your 
will do this 


There is one thing more 
You 
But 
etc” 

Skip to the question on conversa 
tional You a lot said 
about writing as you talk. We don't 
that 


breve alin 


will see for yourself why 


that isnt the story 


whole 


tone hear 


necessarily believe you can 


as you talk 


loud 
lou 


write what you 


aay oul sometimes sounds 


mighty spooky in print 

But we do think it's important to 
write as you would like to talk 
clear friendly 


in an articulate 


may or me 


articulate 


y 


than the 


able 


small 


proposition , n 


clear 


not match; but they should both give a 


15,000. It's that the 


you tolk; but it's 


nent important 


fo write as important to 


friendly 


dots 


enough that it obvious the form must be 


with the letter 


which is attractively set up and on 
that solid forbidding 
So we try to break paragraphs, in 
dent us dots, 

techniques which 


task of fol 


appears and 


three and dashes 


ind adopt other 


help the reader in his 


lowing our copy through to the end 


It goes without saying that the more 
letter 
more peopl 


will read a clear 
through to the end, the 


who will respond to our offer 


people “ he 


SECTIONS Ili & IV: Reply Envelope 
& Order Form 


check list 


business 


The 
asks 


reply envelope 


our 
the 
order 


final slage of 
about 
the 
parti ular tools of 


que stions 
ind form 
As these are the 
the mail order man, my explanation 
will be brief 

First: In regard to the order form 


Actually we feel the order form is 


THE REPORTER 


one of the most important elements 


mailings We 
that 


( ompletel y 


of our believe it is 


important every order form 


should 
the proposition is 
think it’s 


= lves to he 


summarize what 


And we ilso 
check 
form ties 
You'd be 
limes i the 
that ob 
writter 
letter 


SC TLSE 


necessary to our 


sure the order 


in with the letter copy 


surprised how many 


mail we see order forms 
viously couldnt 


fellow 


versa 


have been 


who wrote the 


Vake 


the SH TLSE ol the 


by the 
or vice sure the 
of one matches 
other 
Second 
find it remind 


of the often overlooked fact 


order form should properly fit 


necessary to 


envelope Wi 
ourselves 
that thr 


re ply 


into 
strongly be 
should 


sin all nough 


the return envelope. We 
that the 
right size 


leve reply envelope 
be the 
that its obvious the form 
folded to be back 

| hope | have convinced you that 
detail 


very 


ore Ise 
must he 


sent 


experience has proven that no 


in a mailing is insignificant 


element, every phase deserves 
great deal of thought 

Naturally 
subjects we could have 


check list of this kind 


timing, m ithematics 


there are many other 
covered iti i 
mailing list 


forth 


time goes on wi 


and s4) 
Lndoubtedly, as 
will develop questionnaires to cover 


those items 


if we can mak 
this check list as 


own sell 


But right now 


a good start with 


the opening gun in our 
may be the 
fast 


direct maul 


improvement program 


idea will spread far enough and 
that the 
will sharpen their mailings 
better 


natural by 


enough entire 


industry 


for better attention results 


which will, as a product 


create greater prestige for all direct 
mail 


And 


stands on 


since direct mail already 
the threshold of a great 
golden age, | hope that you will join 

not 
but to 


full 


us in doing your part 
to help the 
pack your own cash registers so 


they will be overflowing. © 
Editor's Final Note: To tho 
paragraphs this 
Amen”. All of this nev 


reminds u 


with 


only industry 


reporte! 
vent 
in questioning 
mula used by bu 

members of the Quaker Faith in decid 


They ask 


reportedly 


ing on any important matter 


three questions. If the ar 


themselves 


swer is “No” to any of the three 


the idea is scrapped. The question l 


Is it necessary’, 2) Is it the right time 
to do it? and 3) Is it the right way to 


do it? 


OF DIRECT MAIL ADVERTISING 











DISCOVER 


the newest and the best in SALES TOOLS 


at the THIRD ANNUAL 


WNT OMG SVHAS LADS SLO 


June 11, 12, 13, 1956 


atop the AIR CONDITIONED 


STATLER HOTEL 


across from Penn Station, New York City 


A show answering the recognized need for a “hand shaking” 


market place devoted exclusively to exchanging ideas and 


viewing the latest developments in the tools of selling. 


9,400 ATTENDED LAST YEAR'S SHOW 


BE SURE TO ATTEND... BE SURE TO EXHIBIT... 


if you are a Sales Director Sales Promotion if you supply the following services 


Manager Merchandisin Director Displa Mar 
9 9 Ata - Advertising Specialties © Artists @ Art Services ® 


Binding and Portfolios ® Books on Selling Charts . 
HERE ARE A FEW COMMENTS FROM FIRMS Color Prints @ Die Cuts ®@ Direct Mail Directories ® 
THAT REGULARLY ATTEND 


GENERAL ELECTRIC co Contacted service Plans © Letter Gadgets ° Lettering ° Letterpress 


ager Agency Executive » other Executive buyer 


Displays © Engravings © Envelopes © incentive 


concerns which we now wuse including visual Printing Slettershop Services * Lithography ° 
aids suppliers Mailing Lists @ Office Equipment © Office Systems bd 
UNION CARBIDE & CARBON CORP Plastic Offset Printing . Paper © Photographs © Photo 
novelties in Show filled our reeds Gelatin Prints ®@ Photograph Services © Photo 
J. WALTER THOMPSON CO Keeps us informed Prints @ Postcards @ Premiums © Presentations © 
on latest production and sales techniques Sales Literature @ Sales Letter Writers © Sales 
UNDERWOOD CORP Found suppliers of color Record Systems © Sales Research Plans © Sales 
photo reproductions in the Show Training © Silk Screen © Special Services ° 
VICK CHEMICAL CO A good source of supply Specialites © Tags & Labels © Typesetting Devices bad 
for P.O.P. displays and piemium Type ® Visual Aids 





REQUEST GUEST TICKETS OR EXHIBIT 
INFORMATION ON YOUR COMPANY LETTERHEAD. 


Thomas B. Noble, Chairman 
Advertising Trades Institute, Inc 
270 Park Avenue, New York 17, N. Y 
MURRAY HILL 8-0091 


FIFTH ADVERTISING ESSENTIALS SHOW 
Statler Hotel, November 19, 20, 21st 1956 


1956 ATI DIRECTORY OF MAJOR BUYERS 
in the New York Area now lists 7,282 executives 























( entriline corpOration 
es a Ba oa 


' F ‘ < a ¢ 
LEFT: L'Oreal of Paris creates a distir guished atmosphere w . aristocratic, three-color letterhead. Type above the two stripes is embossed 
pure white relief. Upper stripe is royal blue; lowe ame is given a framework of striking colors rw es 


an international flavor 


RIGHT Central Ce ati 
; er saline poration s simple block and grey letterhead whit oc spells both conservotisr and modernisr Crisp moderr type 


face is combined with ar eye catching center line idea throu est letters. The small illustrotior sdds to the letterhead’s complete 
e onveying the end-use idea 


These and 


HOW IMPORTANT IS GOOD 
LETTERHEAD DESIGN? 


By Joseph G. Koelbel, 


ROH H / vew ? 


Reporter's Note: We've been planning for ore still altogether too many atrocious short. this element should cover the 
some time to repeat an old, old story business letterheads. Printers are usually the name and contact snformatior 
about the importance of a good letterheed worst evlprite. They tow better but . . “ . 
So we got Joseph Koelbel, vice president our letterhead should include the 
ROW. Hill, Inc, 270 Lafayette St, New York 
12, N. Y., to give us his views. We'll osk 
other experts to do the same in coming 
months. In spite of all the crusading for know how to design 
better who-what-where letterheads (starting tinving crusade for betterment of this im- 
back in 1917 with founding of DMAA) there portant detail of direct mail contacts 


using the course of least resistance, they give company name addre tele] hor 
‘ F dress yhone 
the customer what he thinks he wants. There | | 
number and perhaps cable address 
are very few purchasers of letterheads who 
if that's important in your business 
So let's have a con- 
Not as silly as it may sound to men 
tion telephone number Ever get a 
letter which fails to include that in 


formation, forces you to look in the 


design It's mighty import anit tirne If your letterhead implies flow of commerce err on this on 


He: IMPORTANT is letterhe ul a good Hnpression you re wasting hook 7 Many letterheads in the 
iw 


) nearly ill businesses ilthough We re dependable were smart, we How about product information / 
many firm ire prone to ove rlook it make good bolts then the battle 1s Yes to a ade gree The letterhead 
some of the greatest ac sthetic crimes half wor And ur letterhead o1 should make it cle what ty pe | 


in this world are put into the mail iny letterhead in do just that company you have. or what type of 


to serve m letle rheads lo bye eure all = lette rhe rds cant products you make But it should 


In mail selling, or customer cor look the same just as all advertise he limited to a mention of one 
respondence the letterhead s ap ments, or all girls cant. Styles two products or product lines. A 
pearance its design and the im change but the fundamentals of good dese riptive slog in or some brief ex 


pression i makes ire of paramount design stay the same planatory material should top it off 


importance Its ditheult to sway This information should be compre 


somebody to your way of thinking Twe Blements fer Succeseful 


if your necktie is askew, your shirt bolic 
Letterhead 
from last week. It's equally . es Old time letterheads. with the lab 


hensive. but brief—sometimes syn 


left ovet 
true with a letter 1. The functional element covers orious list of products, offices, 
ners, and telephone numbers are out 
the * 


part 


If the letterhead you use to carry the who you are what you do, how 


your sales arguments fails to make they cs y n touch with you. i of the money now it least 


THE REPORTER OF DIRECT MAIL ADVERTISING 





should be. The days of using the 
aundry list for business correspon 
lence are over. Best criteria for how 
much copy ts that it should be lor 

enough to tell who, what and where 


and no more 


2. The appeal or impressive element 
is concerned with everything that a/ 
the appearance of your letter 

head Dy pe layout paper selection 
color What color or colors of ink 
What process will be used? How 
will the letter itself | produced 
What about layout Let's not 

et that the primary purpose of an 
letterhead is to serve as a frame 
carrier for that stellar sales n 
sage youre sending wv that 
news about the p 
nerely the mixed ne 
take any more orders 
the letterhead itse 
serve to get the ness 
reader as easil is possible 

The letter should = tv the focal 
point on the page The design of the 
letterhead should not interfere with 
the message. It should leave ampl 
room for an ample story The layout 
should convey the companys pet 
sonality, its attituce And it should 
I up-to-date That doesn't mean it 
should use only the latest type faces 
or hand lettering It can convey an 
iir of antiquity. But the impression 
you get, except in some mighty rare 
instances, should be that “This let 
ter head was built for and is used 
by 20th century businessmen 

Lse of even modern faces, in the 
right current-day design can do 
more to conve, the we've been 
selling bolts since 1732 attitude 
than a deliberate hearkening to a 
stvle lifted bodily from that era 

The design (placement of visual 
elements ) choice of type color 
stock. and production process ought 
to bear some relation to your type 
business. It’s probably pretty obvious 
that a lingerie marketer would a 
complish more with a frilly, lacy 
letterhead than a shipbuilding cor 
cern. Ask yourself if some tool of 
our trade, or motif inspired by your 
product can be worked in neatly to 
convey an attitude and make a good 
appearance 

Slogans, part of the letterhead o 
all of it at the bottom of the sheet 
Okay. Even some copy down the 
side. if properly done, can _ really 
make a wonderful impression 
leaves just as much room for the 
message, ind leaves a mark on the 


nind of your pr spect 
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ok Fats 


about 


REPLY-O-LETTER 





THE REPLY-O-LETTER “SET” 


A letterhead with a “window”. Carries its own reply form in a 
pocket behind the window. A window mailing envelope completes 
the “set.” This combination of regular mailing units consistently 


produces 55° to 40% better results than ordinary letters 





REPLY FORMS 
There are > kind 1 reply card 


{} ] 
Hap repry en 


ol a Rep yvelope Order o 











REPLY-O-LETTER COST WHO USES REPLY-O-LETTER 


A Reply-O-Letter costs much less than Think of the top advertisers who use 
a so-called personalized letter, yet, in direct mail, C} ¢ ire they’ are 
its own way Reply-O-Letter is a per Rey y-O). Letter el We iverage 100 
sonalized letter. Cost is about the jobs in work at all time HOU are 
same as an ordinary multigraphed for regular customers month in, 
letter. A little more (44¢ to %4¢) than month out—year in, year out. No other 
a cheap printed letter. All statements product or service in advertising has 
based on “in-the-mail” costs including satished so many customers for 680 


postage and labor long a time 


The Reply-O-Letter is more economi MINIMUM QUANTITY 

‘ (os er re substi 

- t | pry il ul tantially We invite tests of 5,000 to 10,000 
ower due to greater pulling power Reply O-Letters from firms who. when 
satished with results, can then order 


WHO MAILS REPLY-O-LETTERS? in more substantial quantities We 


We are glad to ship to your mailing respectfully discourage one-shot mail 


room or your letter shoy for address 


ing and mailing operations. Or we COPYWRITING 


will mail for you, if you wish 


ing efforts 


We either write or edit copy thereby 
USES FOR REPLY-O-LETTERS sharing with our customers the re 
sponsibility for the success of the 
For getting subscriptions and sub mailing. We submit layouts on spec.” 
scription renewals Securing In There is no charge for copy and lay- 
quiries for salesmen, distributors, out service 
dealers selling products by mail 
raising funds by mail . ques 
tionnaires cleaning and verifying , 
mailing lists dealer-imprint cam write for 


peigne in short, wherever a reply FREE 
BOOKLET 


The booklet, “IT WAS AN- 
SWERS THEY WANTED” 


co makes good reading for 
the anyone who uses the mails 








Send for your free copy 
reply-o-letter 
THE REPLY-O PRODUCTS CO 
7 Centrel Park West 
New York 23, N. Y. 


es Offices Boston © Ch 





What process are you goimg to without color what you can do with mixed, but to do it takes more talent 
tune f What combination of pro it. Used to accent a word or words than the average amateur possesses 
cesses’? We did some pretty thor or an idea, it adds. Used simply for Colored stock? Sure, if the shade 


ough checking around direct mail the sake of color, maybe you're bet is not obnoxious. Given a pile of 
circles a few months ago, but we ter off without it. Color on your letters on a desk. the one on colored 
stock immediately stands out. It calls 


could find litthe evidence of any mail trademark. color on your seal can 
it itself to the prospect s attention, even 


determine the effect of he used to give it stature, make 
clearly your other though the full sheet isn't visible 


Stick to the pastel shades avoid the 
brilliant tones. Why? Too much dis 


ing tests to 
the process used for letterhead pro resemble more 
duction. Engraving does build pres ilvertising materials The family 
lige helps establish confidence In resemblance doesnt hurt 


fact, during World War II, some Color costs more: but the 


good size businesses were built up tional cost will reward vou 


addi traction ind too much clash with 


Proba score inks 
Viany companies have letterheads 


by firms who had no offices, just an bly the better impression of a well 
engraved letterhead and a mailing done colorful letterhead will heip in several sizes. One for regula 
iddress your sales percentage, But like most business use unother (smaller) for 
There's no dispute with the idea questions i mail selling you can top oar -_ Pry out _—— 
that engraving on a properly de only find out the answer by testing ee) Sees, eerenes “a 

some uses 


d face selection re touch pays off in better performance 


See if the more personal 


signed lette rhe ad ym othe piece ke | pe 
resistance The eflect thei ip quires a 


e “- nom gt There se even i place for miniature 
' member it , , nl boars oul letterheads Io attach to a brochure 


pearance carries a certain mou 
of prestige iutomatically But not letterhead can be read close aboard 
or a catalog, a tiny replica of your 


ver Use ju tifies the cost of engray so that ty pe an even the largest letterhead with a short message will 
Hlow > a le terheads do “ on the sheet can be kept small make ' favorable impression If it’s 

. eal ou are involved ne b poms ' ~ But use Sizes engraved a much the better 
mailings should you have that look well vether The small Ren mber that n matter what 
\ mb i 0 i i 


i engraved letterheads som pom} faces can bye 
—I7e design or color you choose 


chea ‘ bongs 1 letterheads ‘ 
o- shit etterhead ss quality should hye the watchword 


orth ~ bong r is more ex 
wor 1 a test neraving | ' . } ‘ » faces Occas If you re trying to get your re ier s 


eres bout fler I] } . oni 
pos . . woes . there ' oO | come cross mixtures of conhidence impress him with qu 


one Kolls Royes script and italics, serif and sanser itv letterhead that signifies the 


Color Again, a function o 0 ifs that n e an artistic soul cringe bility ind dependability of 


Yes rie na new faces can bee firm = 


budget It's hard to 


+. Roll strip labels 
2. Continuous pack form labels 
3. Addressograph electronic facsimile tape labels 
4. IBM Type 407 tape labels 
5. Tip on or fully apply Government 
stamps or premium stamps 


Here is a fully automatic 

high speed machine. It will take 

post cards, insertion cards and all sizes 
of envelopes, brochures, pamphlets, light 
weight booklets, magazines, tabloids and 
flyers, accurately and quickly. Let us an 
alyze your labeling methods and show you 


how CHESHIRE equipment can help you 


CHESHIRE MAILING MACHINES, INC. 1644.N HONOPE ST. * CHICAGO 22, ILLINOIS 





Things are getting hotter in Washington! hon editors hel ) bon 7 ved 
me was @& pin etter rom ec 

Hawk of Canton, Ohio, to the edi 
tor of the Canton Repository 
\nother was an excellent, four-page 
open letter to the editor of the Evans 

le (Ind.) Press, written by Herb 
ert Simpson 109 Sycamore = SSt., 


The Postal Situation Evansville Ind (Copies of thi 


letter were also mailed a 


Here are the latest developments in . 


prominent Evansville businessmen 
The other example was a COpy ofa 
typical letter being sent by MASA 
itional headquarters to the editors 
‘igs BIG FIGHT over threatened ional picture to the House Commit of all papers which run attacks on 
postal rate increases is on! It tee headed by an already prejudiced direct mail. So at least some people 
started March 13 when first public chairman ire having the courage to fight back 
hearings were held | the House if you yourself have not been able {nother development worth watch 
Post Ofhee Committee on H.R. 9228 fo appear in Washington, you car e this is an election yeat 
Postmaster General Summerfield do your share by writing to membv ongressmen are questioning 
presented a well-rehearsed show with of the House Post Office Committ their constituents as part of the old 
irts, statistics an nity i who happen to be from your cor vmolitical game Many of the quest 
nesses gressional district. Dont rely or onnaires we have seen include a 
He stressed the %4.600.000.000 emotion or hysteria. Give them fact question about the Post Office Dk 
deficit of the past ter vears. But You can get a lot of good ammut martment And all of the que stions 
he forgot to mention that included tion from past issues of The Repo have been loaded, probably at the 
in this fantastic figure for most of ter and especially that Cost Ascer instigation of the Postmaster Gen 
the ten-year period were the franked lainment Department report in th eral Average citizens, not knowing 


ind penalty mail costs. the Airmail March 1956 issue (Page > thee whole background ure being 


subsidy (both items now transferred During all of the squabbling isked whether they would be willing 


in a bookkeeping transaction Ie \ ashington many newspapers lo pay increased postage if that 
other government ivencies the throughout the country are conti would help to wipe out the Post Of 
Second Class subsidy, free mail for uing their attacks against direct mail free deficit Even some of the 
the blind, non-profit mail, the sub ind labeling all direct mail ' national polls have contained such 
sidy granted books, et (According junk”. We are receiving clippin loaded questions It is sort of like 
to best estimates, the total of these from all over the country Most « isking for a Yes or No answer to 
subsidies during the ten years ip the editorials are in the same \ Have you stopped beating yout 
proac hed the $4 billion mark ind use the same distorted irgu wite / lo answer the Congressman s 
The Postmaster General refuses t ments that each class of mail user question on postal rates intelligently 
recognize or admit that a whole lot should be willing to pay their ow: the average citizen should have a 
of this so-called “deficit is a pub cost (even though the nme wspaper detailed explanation of what the 
lic service operation which should be themselves enjoy the lowest, below defen is or whether there 
charged to the taxpayers as a whol cost subsidy). So again it looks lik wtuall . deheit” at all 
rather than to the commercial users 1 combined conspiracy to put direct Some of the member of the 
f the mail ail as a medium in a bad light. The DMAA,. such as kd Walker of Bata 
This year Postmaster General newspaper editorials succeed in get ia. N. Y.. Claude Grizzard. Jr.. of 
Summerheld is backed » 1OOU b ting into the Congressional Record Atlanta and Lou Peck of Newark 
the chairman of He Post Of several Congressmen have mace have jumped into this parti ular sit 
hee Committee Rey om Murra speeches against Third Class mail ation and are doing effective work 
1) len: By the tir this issue There have been a few defendet n straightening out the thinking of 
of The Reporter appe on our But there is no use kidding oursel their own Congressmen und we 
desk. the Post Ofhee will have com the situation is seriou uggest that all Reporter readers 
pleted its presentat f testimon The onl Wa to comb bene hould do likewise You will prol 
ind the parade of witnesses from the newspaper attacks is fo 0 iblvy be readi news jtems m vour 
pposition Ww have tarted Lhat ness people to write » th ‘ ‘ paper iving that uch and 
parade will probabl ntimue lor ma he only a dy mp | ucket ch a Congressman found out b 
ifter the Laster recess hut it might hel vartic ly if vestionnairing constituents that, sa 
Qlur advice t eaders of The ou send a carbon co oO vol re were im favor of imereased 
Reporter to keep up-to-date on resentative in Washingt © rate 
cle velopments watch the newspaper On March 13. the Mail advert ‘ can go back at them b pont 
reports the week! trade magazine ervies Assn een “pene ‘ that thew question “ua 
the bulletins re Hart Vaginnis newsletter to their direct n ! On df ou in tell them that i 
\esociated Third Class Mail ducing members throughs just a cal to ask os 
ind the Direct Mail Advertis eounts skin the cooperation tituent Would ou be will 
(seen " ] ns \ lot I embers ! nawer the grow! | \ sith rural tres deliver 
crap and umber f wspaper attacks ‘ w hie one 0 150.000 


resent 1 rat bulletur ‘ - thires examp iy ' } Th turn 
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could put the Post Othce on a break 
even basis?” Or another question 
There are 40.000 post othces in the 
Lnited States and 36,000 of these 
ire run at a loss. Would you be in 
favor of discontinuing the 36.000 post 
offices, which have run at a loss and 
vhich will always run at a loss, so as 
put the Post Office on a break 


n basis? 


GO AFTER T a (gn ae 
BUSINESS.. t 5 , | arm. | mgressman — the following item 


taken from the March 1956 issue of 
Postal Service News Did you know 
ie of the extra services performed 
by postal people is the annual fall 
deer and grouse census taken on the 
Michigan peninsula by rural and 
star route carriers? Comparison of 
the count trom year to year gives a 
census index Should the cost of 
this service be included in a_ postal 
dehen or should that be one of th 





Envelopes often moke the difference ems covered by a congressional ‘ip 


between proft and loss in direct mail propriation from tax revenue just as 
the appropriated money for the fine 
work done by the Department of 
Agriculture 

It is no wonder the average citi 
TE 5 zen, including the average commer 

NSION ENVELOPE Corp. cial user of the mail, is confused by 
New York 36, N. Y, Des Moines 14, lowa ll of this hullabaloo. We won't take 
St. Lovis 10, Mo Kansas City 8, Mo ’ . - 


FORMVELOPE® the spac to give another detailed 
Minneapolis |, Minn Fort Worth 12, Texas 


malysis but we have been grati 
eee ee eee eee ee eee ee eee eee ee fied to see how many Reporter read 
ers have used material from our 
February 1955, six-page analysis of 
the Post Ofhee Department, (such as 
karl Samuelson of Samuelson Dup 
licating Co Chicago See Short 


Note on age , If you dont 


} P 


Of course, you can create it yourself... 
But what of the cost? 


Some executives, when the idea of independent sales promotion have a copy on file, our Garden Cit 


counsel is first proposed, reply “We do all that ourselves!” But olhee will be able to furnish tea 


sheets of ymotostats 
Have you weighed all the hidden inside costs against the positive | 


The only silver lining on the 
Washington dark clouds, so far as 
direct mail users are concerned, ts 

not matter what the House Post 
Oilice Committee decides to do, the 
Senate Committee (under Olin D 


Johnston) may refuse to hold hear 


benefits you gain from employing Ahrend? 


Let's look at the balance sheet 


Inside Ahrend 


Take time from other urgent Saves you time, effort 


duties 


Analyzes your sales objectives ings until the Advisory Committee 


Difficult to maintain scheduled Plens and executes program to recently appointed (of which Andy 
Andersen of Reuben H Donnelley 


is a member } has made a complete 


promotion program the meet and surpass your 


most effective kind goals 


Reasonable fees based on investigation and report Senator 

Possible lack of experience or 
volume and difficulty of Johnston's position is well-known 
(see his Chicago talk in the Novem 


ber L955 Reporter 


knowledge of direct 
d tasks to be performed 
advertising techniques to 
No salary overhead for unused 

achieve top results , 
ime 


Excessive salary costs for good New fresh approach to ast don’t he lulled into a fale 


direct mail men problems feeling of optimism hecause any 
thing might happen Do all you can 
to back up the fine efforts being 
made in your behalf by Harry Mag 
innis and others in Washington. @ 


Employ experienced sales promotion counsel now. Call or write 


AHREND ASSOCIATES, INC. 


254 West 54th Street, N. Y. 19, New York Phone JUdson 6-2547 
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DEFENDING 
DIRECT MAIL 


hove Venu ate a vor x fy PREMIER AUTO-FOLDER 


St... N. W.. Washington 6, D. ¢ is 


constantly sending out letters publi 


cning and offering its business e-  MX pays for itself in ONE mailing! 


phone methods service 
Recently a post card was received 

from California with the following Fully automatic 

oe compact Folder 

We have asked previously that the follo makes 7 most-used 

pO gle ; pa oe pe folds; up to 7,200 

mailing lists and »ynder sub , 

lations can be so unimportant pieces per hour! 
Stadoil phe ere S Clases Easy to operate, 

DO YOU REALIZE THE AMOUNT OF makes instant 

SUCH JUNK MAIL mmediately cor changes! Rugged 

__onte Loon gguaaaaaa Steel construction, 

handsome Silver 
Grey and chrome 
trim. Saves time, money, desk space 


iale 
Please observe 


Edith Houbert. in Boyce’s office 
wrote a two-page answer to be signed 
by the business manager, Ralph Ives 
Boyce showed us a copy and we think 
it is a good de fense of direct mail 


So we are passing it along for the LOWEST PRICED FULLY AUTOMATIC 


hencfit of those who may receive sim FOLDING MACHINE MADE! 
ilar complaints: Hand Operated $89.95, Power Driven $129.95 


Mr. W. J. Stadiman Dealers: Some territories still available on exclusive franchise. Write today 


EI Monte, California © MARTIN-YALE, INC. 
2100 West Fulton Street, Chicago 12, Iilinois 


Dear Mr. Stadilman 
It's the first day of spring and we really 


don’t feel a bit like arguing. But such HAND LETTERING FROM FILM 


the nature of your comments in your Mail 
o-gram of March 14, that | just can't let 
them pass without taking exception. 

To begin, may I lift an idea you express 


and wonder too, why public relations can 
be so unimportant” as to cause a note like 
yours to be written’ And may I respect 
fully ask you, Mr. Stadiman, to explain 
to me why my legitimate efforts to sell my 
products by mail are any more subject to 
castigation than your legitimate efforts to 
sell your products— by whatever means you 
choose ? 

1 assume you do take steps to sell your 
products, as you have every right to do 
and must do, if you are to stay in business 
And I imagine that in the course of doing . 
business you use the United States mails Psst! Get an Adverkit! 
to place orders for materials you need 
to get straightened out on orders you re Plan colorful campaigns from an idea- 
ceive to invoice your customers for packed portfolio of over 100 direct mail 
goods they buy from you to keep i samples 

touch with your personnel for any 
number of things. And as a business uset 
of the mails, you pay the going rate. | 


Create action-getting, bes t-of-industry 
mailing pieces from a new selection of 
Jumbo Cards, Flash Bulletins, Cartoon 
teo—and to this extent, our business o Letterheads, Eye-Stopper Envelopes, and 
erations are alike 


Gimmick Mailings No premium ...No extras 
However | assume (from the tenor | 
your comments) that you do not seek new All AdverKit items created and pre- All styles, including scripts 
customers by mail. I do make use of th printed by American Mail Advertising 
business-getting method. And again—lik« Your sales message easily added using 
you--I pay the going rate. It's a bit le« any office duplicator 


th lar first cl | which. if i funded! anywhere in the U.S.A 
aan regular Hret class mall Which, if usec Mail $2.00 for your AdverKit—refundable 
might clear my letter of your scornful tith en Gut exdes Order from Style Book DM 


“Junk Mail.” Free on request 
But also a bit less than the first class rate Film-Lettering Division 


is your Mallegrem which, become bt i ener a RAPID TYPOGRAPHERS, Ine. 


APRIL, 1956 ( veolth 6-75 305 EAST 46th ST., MEW YORK 17 
MUrray Hill 82445 


Glossy print for reproduction 
24-hour service. Mail deliveries 























open for inspection, goes for the lesser rat my eflorts than for me to express scorn 


of 2 cents. Thus, if “Junk Mail” is your ibout your efforts 
designation for lessthan-first-class mailing 

pieces, would you not say it fits your less Should one of your salesmen call upon 
than-te mailing piece, too? If not, per me, | would give him a respectful hearing 
haps you can explain why, with both pice After all, he might have something that | 
fitting every Post Office requirement, one could use It might be the very thing |! 
should be scorned, the other praised? needed. | certainly wouldn't, unceremoni 
As a businessman yoursc!f. Mr. Stadiman ously and unheard, give him the bum’s 
orders You need them as rush to the door lo do so would be in 


you ge alter 
the first place—and I just 


much ase I do to stay in business Perhaps temperate, in 


t be cutting own nose off to spite 


you have salesmen who call upon customers migh 
and prospects. And if you do, they're do my face, as the saying goes 
ing the same job for you that my “sales when ’ salesman” calls upon you 
letters” are loing for me Would vou any other company’s “mail salesman” 
*lunk Calle?” Orn it would be nice to think you would 


classify their calle ae 
give him the ame kind of open minded 


maybe you use your telephone to get or 
der Would you classify those calle as reception He tells my story quietly and 
Junk Calle?” courteously and you are free to consider 

as much or as little, of it as you choose 

You can hear it at your leisure, whenever 
| would really like to have your view you have the time to give to it You're 
Mr. Stadiman, for as | see it, I'm doin not interrupted while in the midst of 
the same kind of thing you're doing try other task There are no arguments 
selling pressure no call backs Ye 


ing to sell my legitimate products in a no 


legitimate way And I fail to see any more are in control Il of the time And is a 


reason why you should express scorn for matier of fact, you can even refuse ser 


he 40 easy to 





FINGER-TIP 4 


CONTROLS « AUTOMATIC OPERATION 


Save time and cut costs on 2-sided forms by — 


lithegraphing both sides in one operation. It's easy with 
Model 242, easy to change from regular one-sided offset, easy to get 
12,000 impressions per hour at normal operating speed—and easy on 
your operator, too! Finger-tip controls and automatic operation simplify 
any reproduction job. From a sitting position, your operator changes DUAL-LITH 
masters or plates in a jify because the quick change segment always 


stops at o predetermined, easy-to-reac position. And the avtomoatic doe 
h ' 4 more for you | 
. 


blanket cleaner keeps her hands clean 








Best machine for short runs, Model 242 is best in the long run too! 

Send for Attachments Catalog, see how you also can do Davengraving 
letterpress, dry offset, imprinting, numbering, perforating. Uses all 

types, styles, sizes of plates, and sheets from 3 «x 5” to 10” x 14”, 
manifold to light cardboord. Envelopes, too! 

Heavy duty construction, trouble-free opera- 

tion, low maintenance. Compore it! seieeeceeneeeans 


ProType & Reditype make ’ DAVIDSON CORPORATION 
4 J 29 Ryerson Street, Brooklyn 5, New York 

headline setting easy 
How can | do smultoneous 


2 sided lithography? 


DAVIDSON CORPORATION Send Attachments Catolog 
A Subsdeory of Mergenthale: \imetype Company Arrange a demonstration 
of EVERSON STREET S2OGKLTH 5. HOW YOex Nome 
Over teres “ree *@ oct acete ’ ™ 
Addrew 


fest set om Linotype © Meudngs 0 Prolype City lone 


my caller at all, without giving offense to 
anyone. Unless, of course, you take to the 
mails with scornful abuse of someone who's 
trying to do the same thing you are-—duild 
a business by offering a product of real 
value in a legitimate way. What more 
could you ask of any sales approach 
by mail, by phone, or in person?’ 
Now, as for your specific request to re 
move your name, Mr. Stadlman—we would 
be happy to do so if the list that brought 
you our mailing was ours to control. But 
it is not. Nor do you give us any clue as 
to the list we used on which your name 
appears. Nine chances out of ten, it was 
a list of buyers by mail of some item or 
other and you may have had a bad 
experience. But all persons who use the 
mail to sell are not alike, Mr. Stadilman 
anymore than all oils are alike 
However, next time you receive a maiiing 
from us (if there ever is one) look inside 
the mailing piece long enough to extract 
the order. Return it with your “remove 
name” request and we'll do what we car 
with the list owner, thus identified, to have 
your name deleted. In looking for the 
order form, however, why not just take 
a look at the product offered. You might 
find the key to better business and more 
orders for your company—as have thou 
sands of other business concerns—{from 
the industrial giants like DuPont, General 
Motors, Hughes Aircraft, Westinghouse 
Baltimore & Ohio Railroad, and hundreds 
of others, down to the small one-man-and 
a-zirl offices. We serve them all 
Sincerely yours 
(Signed) Ralph N. Ives 
RNI:EH fusiness Manager 


P.S. I note you use a Pitney-Bowes meter 
as we do and you've also taken ad 
vantage of its ability to print a selling 
message on your Mail-o-gram It's good 
selling. too. We'll follow your lead one of 


these days, perhaps 


GOODBYE TO 
A PRINTER 


Very seldom do we evel hear of 
a glowing tribute to a printer. But in 
the December issue of The Phoenia 
Flame, world famous house magazine 
of the Phoenix Metal ¢ ap Co., 2444 
W. 16th St., Chicago 8, Illinois, edi 
tor Harry Higdon really took his hair 
down (what's left of it). Think you'll 
all enjoy reading his tribute to an 


associate of thirty years 


HALL OF FLAMI 
Type this, but don’t you dare read it! 
directed the bossy secretary when hand 
ing a semi-private document to a typist 
for copying. We recall laughing hilariously 

on hearing this story the first time 
Now we find ourselves in a similar 
predicament. We are asking Art Helbling 
to have this set in type, but not to read 
it until after publication. Go ahead, laugl 

hilariously ! 

Art is our printer. He has printed every 
issue of Phoenix Flame all thirty 
years of them. It has been a long assign 


ment, and a tough assignment. Now he 
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wants to ret 





younger thar ‘ P i etter loo re “W——_—— 
a he ha le uy _mind. I a== o . SEND THIS COUPON! it will bring you | 
aay 4 _ ae on as Tah si endarie complete FREE details about the many 
When we came to Phor ret 1 excellent new lists of mail order buyers 
ee a e's ~~ SS Sa ' we can supply for YOUR next mailing 
Bc og yp ace. nog 1 Ours is a national service, used and 
p ob. So ree years late relied on by many of the most successful 
en oe dee , : mailers (large and small) in all parts of 
he got the “call”! ( nows that es : the country. They know, from experience 


e knov \] : post YOUR | 
he should have run like ll.) . jon — that we can obtain the kind of lists that 
Gur ideals were high, our plans p are ideally suited to their needs 


tentious, our probiems nsol rhe ’ . . 

this didn’t faze the eminent doct wi JADDERN INC. Chances are we have the BEST lists 

name for him) Helbling. He'd 215 FOURTH AVENUE +» NEW YORK 3, WN. Y for your needs, yet they'll cost no more 

7 - a nggrte oe & PHONE: SPring 7-7460 than ordinary lists. Our recommendation 

the right type tock I oO ces ' 

petting them tegethes e learned to CHARTES RENSTS: Hatens! Covasl of service is FREE. Simply send the coupon 
Mailing List Brokers j 


lean upon his ability to 














ly we've been irprise 
appointed 

Aside from his techni kill nd 
poy energy, howeve gence “HOW TO THINK ABOUT INDUSTRIAL DIRECT MAIL” 
ol much greater importance us triendly 
helpfulness. Working with writers and de 
signers, pos essed by repre ible drive 





a 112-page analysis and outline for industrial direct mail 
planning and execution. Officers advice from more than 70 experts 
and une x plainable objective is unpre in the field. Presents a detailed outline of 6 important phases to 

, 

dictable. But he had the knack of reduc help you formulate a workable plan, build a successful industrial 
ing complete chaos to j ple contusion 
And, from there on, it eemed easy 

Art Helbling has le it possible for . : : 

li, = =  S be " ' The Reporter of Direct Mail Adv. Garden City, N. Y. 
us oO realize some ot our eTishes an 
bitions If 1 copy of Phoenix Flame is 


direct mail program. Send $3.00 for your copy now, to 











picked up fifty or one hundred years trom 
now ind submitted i epresentative ot 


this day and age, it will be because hi 


handiwork is endurin We ‘ grateful NOW 
WP Bay ... Offered to you for the 
= you 


we ire humble ind owe 
indebted to him 


We know that nt iste is ' first time 
not our intention . 
4 al types this 
ee 
MANUAL 
We were tempted orel to make i con wOOERM oy ee OF MODERN 
typographical error in the inscription which ; e _" ; 
4. F. Helbling, of ry a PLASTIC 


reads, simply Printet 


Phoenix Flame 1926-19 But. we know 
that Art would point t it with a lon ; AND 


index finger and sa hat isn : 
we hon right he would he! ge x ; Loos E-LEAF 
BINDING” 


in the treatment of supplier 
retirement, Mr. Helblir rece el aw 
a gilt trom the tal of Phoe 


blame 


itech P 4 can iP 


nut 


lo complete the ple isant picture, GEC 
this reporter was privileged to set Plastic 
the letter Art Helbling wrote to his Bound 
former customer. Here it is 


GEC Plastic 
Dear Harry . s\ \4 Cover 


"lease seria i! i ire ; a ‘ l want 

to send them riend i keep a FREE! 
° 

‘ 0 dchildren so that they —————— 


und father .. fo : = 
qualified fos ee 


ess we are all sucker flattery 
4 he sincere ind) = be 4 > 
a. vee executives General Binding Corporation 
812 West Belmont Avenve 


Dept. RD-4 Chicago 14, Illinois 


" 
plaque honorable ention oO 
J , This handsome, elaborate Manval—color 
naine if rint. 
, I fully GBC plastic bound—has been months 
ve weer tudvir ' . 
in preporation and is one of the most 


ibout me and | wor 
expensive and idea-stimulating books ever send me my FREE Meauel of 
Plastic and Loose-Leaf Binding” | 


i there is no cost or bligation 


up to the things you Oo oe offered for selected distribution. tlustrotes 


at | oursell go 
ust iet your i v the many advantages of the modern Gb 


tthe ike e wiaov iter the ’ . savings in time and money greater 

lelivered the ile ha t e on ! prestige, readershis and life for catalogs 
reports and presentations. Pages lie flat 
turn easily. You and your stoff will want 
to examine this informative manual. Send 
for your FREE copy today. Supply is limited 


ty State 


General Binding Corporation 
812 W. Belmont, Dept. &@D-4 Chicago 14 


. 
' 
' 
‘ 
' 
' 
' 
' 
' 
' 
Jeanette ha read it nda l e le : Binding System increased efticiencies ; 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
4, 
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To a 


/ AcCCcC OL 


who doesn't 


\ COPYWRITER 


PROMOTION 


MAN 


NT EXECUTIVE 


need a job 


. . » but ean recognize a “once-in-a-lifetime” 
opportunity 


The man we weat 
. « king $6,000 


any 


Me mus? be an jea man 


Childers Manufacturing Company, Houston 8, Texas 


Bob Childers long ago learned the valve of telling by 


mail, and if it one o 


f the most valuable sales tools used 


in the marketing of his products. An Advertising & Seles 


Promotion man who has not 


letters would heave difficulties 


earned the valve of sales 
with Bob Henry Hoke 








WRITE FOR FREE PORTFOLIO 


of samples of booklets, folders, letterheads and 

similar pieces which | have written and de 

signed, by mail, for firms in all parts of the 
country from Maine to California 


RAYMOND LUFKIN 


Advertising Plans, Copy and Desigr 
your desk, by mail stud at 


124 West Clinton Avenue Tenafly, New Jersey 





Now you can print 

MULTILITH and PERFORATE 

USERS: at the same time 

on 1200 & 1250 

Multilithes. Accurate, long-life COWAN 

PERFORATOR, used for many years on 

thousands of bigger presses, gives clean 

sharp perforations Perforate reply 

cards, tear-off portions of folders, et 

at very modest investment. Slitting and 
scoring also possible with Cowar ur 

Ask us for full information 


COWAN PRESSROOM PRODUCTS, inc 
1651-4 Cosme Hollywood 20, Calif 








Resultful Mailing Lists: 
UPPER INCOME FARMERS 
NEW CAR BUYERS 
Vatior ule mor y spenders 
Also Many Regional Lists 
Send for details 
Complete Mechanized Mailing Service 
GILE LETTER SERVICE 
723 third Ave. So. © Minneapolis 2, Minn 

















50 or 50,000 LETTERS 
TYPEWRITTEN LETTERS 
Individually typed in quantity 
CARLSON AUTOMATIC 
TYPEWRITING SERVICE 


1744 N. Clark St Chicago 
Phone: EAstgate 7-54% 





I have had our moments when we got 
in each other's hair (what hair?) but 
for me the overall picture leaves nothing 
but pleasant memories of my association 
and associates at Phoenix, and | hope 
the friendship endures a long time 
Your old printer 
Art 


This little story should serve as an 
inspiration to other printers around 
the country or world . . . especially 
To guide 


will merit 


the younger generation. 
their career so that they 
such customer appreciation after a 


stretch of thirty long years. 


A TIP TO POLITICAL 
CANDIDATES: (Use Direct 
Mail To Solicit Votes) 


Here is an interesting letter re 
ceived from Arthur L. Cone, Jr. of 
The Journal of Commerce, 80 Var 
ick St.. New York 13, N. Y. Just a 
small case history but you may 


want to pass it along to political 


friends: 
Dear Mr. Hoke 


This being an election year, thought you 
might be interested in my own recent ex 
periment with direct mail in politics 

Silver, N J 4 
Repub 


lican voters and less than 75 registered 


My home is in Litth 


town with over 2,000 registered 


Democrats Knowing my opposition to the 


friends of mine 


current regime sore 


nominated me as a Democratic candidat 
for councilman by write-in at the prim 
aries 

simply by getting out and working, | won 
the election beating a gentleman 
with twenty years tenure as a councilman 
This made me the first Democratic coun 
cilman in the entire history of Little 
Silver 

I'm certain that a good part of my su 
cess was due to the enclosed letter This 
was mailed to practically every family in 
the town. (We have about 1,200 homes.) 
Not wanting to risk a mis-matched fill 
‘Dear Friends 


in, | used the standard 


opening And even though | make my 
living in direct mail, I'm astounded at the 
people who tell me they voted for me 
because | wrote them a personal letter 

Cordially yours 


Arthur | 


(signed) Cone 


The letter was a two-page, well 
written, multigraphed gem of factual 
information, with a few mail order 
tricks of indented paragraphs and 
underscoring to bring out important 


points . plus an effective PS. 
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“Reed-able Copy” 


A Merthly Clinic, Conducted by Ouille7 Rud 


wu I WAS YOUNGER and brash 
er, | wore my title “copy 
writer” as a coat of mail to fend off 
the thrusts of my boss’ blue pencil 
Everything | wrote was, to me, sasro 
sanct. | figured—‘“‘Here I’ve sweat 


! 
ana 


mulled and rewritten, crossed 
out, written again, polished, and the 
copy is just what it should be. What 
right has the boss, who never saw 
this piece of copy until a few mom 
ents go, to slash it here, decimate 
it there, and inject his own whims 
into what I’ve labored so long to 
produce?” 

This attitude of mine resulted in 
many differences of opinion. [in 
variably lost such arguments. And I'd 
go back to my typewriter, lick my 
wounds and try, reluctantly, to in 
corporate the ideas my boss had 
given me, into the copy 

One day, what the boss had to say 
about changes in what I| had writ 
ten made good sense to me. | was 
beginning to mature as a copywriter 
I began to see that he was injecting 
into his revisions of my copy those 
sales slants he'd learned over a long 
period of years. He was, in truth, 
giving me the experience he'd gain 
ed face to face selling to prospects 

All at once the boss’ opinions took 
Thought I. 
“He’s improved. That makes sense 


on new meaning to me 


That's a good idea and certainly 
should be included in my copy.” 


But, the boss was the same fel 
low I used to cuss under my breath 
| was the one who had improved 
I'd matured, | discovered that the 
boss had good ideas. Some of them 
as good or better than mine. 


Whipping Boy 


The one time when copy gets the 
attention it deserves, is after the 
mailing has gone out and “flopped” 
Then everybody concerned fexcept 
the guy who wrote the copy) forgets 
research, the 


mailing lists, timing, 
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product and dismisses the failure 
with the remark The copy didn 
pull” 


What is an Advertising Idea? 


The term idvertising idea 
been used and misused so m 
times no one seems to know wha 
means. Is it a trick heading. or a 
cute term or phrase or a new tech 
nique of illustration? | think not 
An advertising idea is a “sales idea 
If you wouldn't open a sales inter 
view with a punny remrak, such as 
“The zest of the market dor 

| 


write it ina piece of direct mail 


Who Are You Kidding? 


Readers arent dopes. Prospect 
aren t babes in the woods. They know 
what they want They know what 
they like It's their money you'r 
asking them to part with. So don’t 
insult their intelligence 


Just for the fun of it, | saved up 


the mail order letters that came 

Believe it afl 
not, there were more than 50 of 
them. Think of the competition your 
And if 
you're trying to buck this competi 


my desk in one week 


direct mail copy has to buck 


tion (competition for the dollar of 
the buyer), the first thing to do | 
to get out of your head any idea that 
you can amaze a buyer with a stu 
pendous offer; make him think that 
the piece you send him (obvious! 
printed in the thousands or millions 
isa personal message: or lead him to 
believe that the offer you are making 
him will be withdrawn if he doesn't 


wt at once 
Who do you think you re kidding 
Want to know? YOURSELE! O; 
the fellow who hires you to write | 


direct mail copy 


o see one of these letter 
essence Keep this jettle 


older, and return card around the 





Would you like 
to go steady 
with us? 


We promise faithfully to: 


LOVE your envelope orders 
HONOR your deadlines 
OBEY your instructions 
>. 
ENVELOPES 
ENVELOPES 
ENVELOPES 


150,000,000 of ‘em al- 
ways in stock every size, 
style and grade booklet, 
clasp, open end, glassine, or 
der form, jumbo hand 
folding, die cutting, specialty 
and then some! Imprinting 
department. Lowest prices 
consistent with top quality 

For free samples, 

quotations, information 


DIPLOMAT ENVELOPE CORP. 


DEPT.DM 23-23 BORDEN AVENUE 
LONG ISLAND CITY 1, NEW YORK 


) 
| d.l. natwick 


MAIL ORDER LISTS 


) 136 W. 52nd St., N.Y. 19, N.Y. 





RE MUInaILE 


oot sales aimed ideas 
Copy. liniahed art for direct mei! BY 
MAIL from a DMAA Best of Industry 
Award winne Bob Rainey is on the 
ea! agency with 
Write lor proof 
the edver 








for a 
cant make 


| think 


house few days in cam 


youll agree with me 


you consider it seriously, that here's 


a real bargain.” 


that kind 


orde r 


don't 
most mail 
paigns. It's all “Do 
for a limited 
rail the 

Phere 


average 


bul you yet 
writing on 
it now 
time only 


ecard today ete 


may have heen a days 


the buyer wasn't hep’ 
selling gimmicks 


And | ve 


w hile 


heen sround for i le 


you 
up your mind right now 


whe N 


af ifraid 
cam 
‘Good 
“Better 


when 
to 
but not in my time 


mg 


Are You Selling or Shouting? 


\« | look over the 
letters I've been saving, it 
that most of their 
will toss their 
wastebasket 
Which 


entirely too 


accumulation ot 
occurs to 
ne 


writers ar: 


brain 
before 


brings 


readers 
children in the 


they read them. rie 


to an observation much 


effort 


getting 


tine ind ingenuity has been 


ind not 


Inte rest of the 


{tention 
the 


spent 
‘ nough in getting 


buver 


As any 
knows 


reader of this department 
| don't subscribe to the writ 


HERE'S HOW Scxiztomatic” HELPS A PUBLISHER 


Scnintomatic Can Help You, Too 
+ + « to Mechanize Billing Control on Customers 


A Book-Club with several millions of 
customers is using the Scriptomatic 
system to prepare invoices and ad- 
dress promotional material. A Scripto- 
matic master card is prepared and 
punched to accommodate all information 
on club members. The Scriptomatic ad- 
dresses a duplicate punched card from 
the master which serves as an invoice 
and an address to carry the book to 
the customer. When invoice card is 
returned with payment it is very quickly 
sorted into the same file order as 
master record because it has been 
originally prepunched from the master. 
Receipt of payment information is re- 


corded on the master by file clerk 
using a hand punch. Pilot holes in master 
insure accuracy of punched record. 


By combining a tabviating machine 
card with the Scriptomatic addressing 
medium you, too, can get the advan- 
tage of high speed selectivity of all 
types of statistical data, eliminate 
cross-filos and second lists, and lower 
your costs for masters. Scriptomatic 
masters are prepared more rapidly 
with standard office equipment... and 
the Scriptomatic Addressing Machine 
gives you high speed addressing of a 
wide range of materials, including 
mailing tapes. 

_ = @ Address Master — 
\~ ~ from which the Scriptomatic 
addresses a punched card 

invoice only when due. 
ert br — — —© Record of payments 
iia 


1 _ = -— — —@ Member code 
Yr ° ete of exry end expan 





After typing, complete teb card masters are die cut 
on Stenderd Register Die Cutter. At same time « field 
of pilet holes is punched in the payment record crea 

te facilitate ese of hand punches at the file. 


Write for actual case studies and descriptive material. Discover now, 
at no obligation, if Scriptomatic can 


improve your specific procedures. 


—SCRIPTOMATIC INC. 


300 North lth Street, Philadelphia 7, Pa. 


=, witomatic. 


® Scriptomatic is a registered 
Scriptomatic, inc. trademark 


talk school, 
| don't think it’s possible te 
talk. Without the 
lity and presence of the Spe aker 
he 
makes 


writer of a 


as you simply because 


write 
as you persona 
what 
says reduced to cold type often 
But. any 


certainly be 


uninteresting reading = 
letter can 
reasonable in his demands or the 
reader 
If you buy a 
cleaner and the 
‘This is the most 
mica | carpet 
I don't think 
But if he 


sweeper that 


went in to vacuum 


salesman approached 
you with amazing 
outstanding. econo 
weeper on the market 
youd bye very impressed 


Here's a 
women tell us 


good 
takes much 
operate than 
the market 


luxurious 


said 
less el 
many 


What's 


brushes 


bow vre asm to 
other sweepers OF 
the ~« big 


pick up more dirt, quicker than most 


more 


sweepers vou not only would come 


to the 


Was 


conclusion that this salesman 


sane. but also sensible 
on oe fells 
of preparing copy now and then that 


than Like 


piece 


guilty is the next 


convinces 
I know my 


compet tition 


shouts rather 
other « 


in the 


opy writers 
mail is in wit! 
everything else on a man’s desk or in 


a busy house wife . mail and 


quently | confuse the two terms 


vetting attention and getting 


est 
But | watch it. and try to make m 
as quietly convineing as | can 


you do too 


Punch Drunk 


Mystery Guild 
selling letters 
“Here is the 
bargain offer 
Incredible bargain offe: 

*” Ineredible ? 
credible loo e% 
admit 


starts 
the 


nere 


Phe 


one of 


Dollar 
its with 
statement most 


mad 


we have evel 
we have ever mace 
That means: “Not 


traordinary and improbable to 


of belief.” 


letter in a O-line 


the following 


From this same 
paragraph all of 
terms appear 


advantages 
ivings stamp 


ish volumes 


| he 
write a 


‘Punch 


writer probably set out to 
letter 


Man 


¢ 
rmead 


what is te 
Punchy 


with 


this ome Is 
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Good Salesmen Assume You're 


Going to Buy 


Compare the tactics of your direct 
mail with the tactics used by success 
ful salesmen. 

he good salesman doesn't end his 
sales talk with such a phrase as: “If 
now Mil 


bonus.” He 


uu give me your order 
you a widget as a 
doesn't let the word II into his 
selling at all. He the 
is complete at the moment the buyer 


of a prod 


send 
enter 
assumes sale 
gives his nod of approval 


uct’s benefits. 


take a recent Kiplinger pro 
motion letter offering a Ss prec ial report 
bonus “A 
(description) will be 
out charge, if you subscribe NOV 

The italics are flesh 
and-blood eliminate 
the IF clause 
“Ti 


(cle ~ ription } 


Sut, 


as extra special report 


sent you with 
ours \ good 
yuld 


and would probably 


salesman we 


a special report 
cost to 


“ay send you 


without any 


you the moment we get your ordet 


it's About Time 


In mail order adve riising the word 
Free kicking 


around as service in 


gets sbout as much 
word 


Due to the use 


joes the 
general advertising 
of free with such abandon, it is los 
ing some of its effect. So many things 


at all. Too 


used to catch 


offered are not really free 
often the word is just 
the interest of the 


cases the person picking up 


reader, and in 
many 
your letter with free featured says to 


‘These people arent giving 


Whe res 


himself: 
anything away for nothing 
the catch?” 


In a piece of direct mail designed 
to sell The Outlook, Standard §& 
Poor's explain what they 
this 


mean by 


free in manner 


HOW TO SAY FREI 


extremely careful with the use 
the word Free We do not use the 
FREE-AT NO EXTRA COST 
FREE. It is not often 
offer the investor 
FREE. When we do, it is because 


the times are 


We aft 


phra 
because that isnt 


that we 4 portion of our 
<ervices 
study 
important Phi uch in 
This tudy is offere 
ou FREE in every 
only t 


AND investor w hie 


ecard. Under these conditions 


critical, or the 

1? 
isualiy 
asion conhdential 
ot the word 


& Poor 


“Standard 


cong 


wecribers return 


ad tor our omplimert 
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Say What You Mean 


donated a cake to 
post 


\ kind old lady 
local school board for a 
meeting snack. She 
fused, however, by the board’s thank 
ou letter. It 


her 
was a bit cor 


re ad: 


mmended 

which your cake 
Yours, 
John Smith 


Preside 


Something For 
H. M. Editors 


Dad said = the bse 
daughter 1 know why the 
iene tin? @ 

Why?” 

So the fellow 
printed will think that 
for him to lick 


whe oe e what 


of Pause, h.m 


940 Wes 


From Mar h 
if W. A. Stoeltzing, Inc 
AY Pittsburgh 33, Pa 


1956 issue 


tern 


ERE FE: 





THE NEW 
THOMAS COLLATING 
COST CALCULATOR 


Now schedule collating jobs anc operating 
personnel with the highest possibk -fficiency! 


Here’s an easy, fast and accu- 
rate method to take the guess 
work out of any collating as- 
signment. Now, for the first 
time, you can tell in a jiffy just 
how long it will take, how 
much it will cost, and what is 
the quickest and least expen- 
sive way to do the job. 


\, 
Colts tors Sere. 


More In Use Then All 
Other Mokes Combined 


165 SALES & SERVICE OFFICES 
COAST-TO-COAST 
AND CANADA 


city 
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‘ 
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Whether yor do a lot of col- 
lating or ta little... 
whether you collate by hand 
or with a Thomas Collator, 
this new cost calculator is 
sure to be a real help! Fill out 
the coupon below and mail 
today for your free calcula 


tor. No obligation, of course! 


“~~ CLIP OUT AND MAIL NOW! ~~~-~ 


Thomas Collators Inc Dept. F 
0 Church St.. New York 7, N.Y 4 
Please RUSH me | 


[ ] FREE Thomos Collating Cost Calculator 


| FREE Brochure on new Thomas Collators 


COMPANY 


ADDPESS 





Sort Faster...Collate Faster 


CUT NG cosTs 


SORTKWIK 


fingertip magic 


Only 50¢ each 


NO MORE IRRITATING. CLUMSY 
RUSBER FINGERS OR UNSANITARY, MESSY SPONGES 


mene rou ™*" SORTKWIK 





So « | 
to cre 
} inger 
Cor py 
off ea 
Time-tested by direct mail firm 
throughout the country to speed up col 
lating and sorting 
Al vo tuthoner ¢ nd ST.OOT 
re st ory} im ta tf ‘ 
LEE PRODUCTS CO. 
Dept. 8-4 
2736 LYNDALE AVE $0. © MINNEAPOLIS 6, MINN 





FRIENDLY PROSPECTS 
BUY QUICKER 


set oF rut ame er 'winh y 

by wing the Let's have Better M . 

Association ¢ nthly fivect ” { Py 
yh ense exclusive by type of t e 

and ale te te tor feta 


tory Ww 
GYMER.2125 E. 9th St., Cleveland 15 
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) 


. selective 
Offset repros and mailings 
re ETTER s 


Madu hicea 


of { 
c etTernorart 
ether the 
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DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mell Order Letters that 
bring beck orders and cath 

Contacting Letters thet creete and 
maintain good will between tales 
men's calle booklets, folders, 
brochures, house organs, circulars that 
do the selling jobs you went them 
te do. Fully indorsed by «@ nation 
wide cllentele. Winner of two OMAA 
Best of Industry Awards Dartne!! 
Geld Medai editor of imP 
“the world’s smallest? howe organ.” 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 





“With a grain of salt”... 


A Grammar 


Reporter's Note: In the November 1955 
Reporter (page 42) C. F. Wright of The 
Eimeo Corp., 634 §. Fourth West St., Salt 
loke City 10, Utah, took ao clever and 
humorous slap at some of the letter experts 
who insist we should write as we tolk. Now 
Charles A. Shaw of 131 Worren Ave., Rock- 
ford, tl, continues the argument by answer- 
ing Mr. Wright. You'll enjoy his remarks 


Dear Editor 


Vii Wright right in thinking 
that Write like you talk should be 
taken with 1 
salt brut hie 
ome of that same 


ore than one grain of 
should have sprinkled 


salt on his idea 


iboul grammar 
Consider for example Mi 
Wright's twe “If these 


thrown overboard, where 


questions 
rules are 
do we stop Who will be the arbiter 
of which rules will be adhered t 
md which are not? How can any 
one isk these questions without 
thinking of another Who had th 
suthority to make the rules” in the 
first place 

Are we to think that God equipped 
the Garden of Eden with a set of 
rules for grammar? Silly, isn't it? 
And it is just as silly to think that 
some retired clergymen and country 
philosophers in the eighteenth cen 
tury were in any way empowered or 
qualified to make rules 

So it is easy to answer Mr. W right . 
We don't ever stop not 


i living language 


questions 
while English is 
L sage the wav the language is as 
is the 


arbiter \ language is a historical 


tualiv used by the people 


growth ind English has been 
changed more in the past than it will 
he in the future If you will study 
the history of English and becom 
acquainted with the “radical” 
changes made in it. you will realize 
that nobody has a right to object 
to anything that m ght happen in the 
future 

Many “rules” are all washed up 
right now. even though they haven't 
heen thrown overboard by textbook 
writers. The “rule” against the split 
mhnitive is one few modern gram 
marians take it seriously The re 
quirement for the nominative case 


after the verb “to be is another 


Controversy 


“It is me” is grammatically cor 
rect The 


another 


“who-whom” business is 
“Who have you 
copy for” is also correct. 
Someday it will be as impossible 
to say “It is I” in English as it is 
to say its equivalent in French to 
day. And someday “whom” will dis- 
appear from the language. Good rid- 


written 


dance, too These changes would 
take place sooner if it were not for 


school 


editors 


teachers, proof 
(not Henry 


unrealistic 
readers, and 
Hoke '. 

The best thing that could happen 
to the English language would be for 
the purists to quit riding the backs 
of writers and to let the language 
go where it wants to go. The “com 
mon people” got rid of many need 
less complexities after the Norman 
invasion, and we would get rid of 
man’ more if a handful of persons 
did not control the written language. 

For example, why should we have 
a few irregular forms like “oxen” 
when we have a perfectly good way 
to form plurals? Why shouldn't we 
get rid of the few remaining irre 
gular verbs? Why can't we let a 
handy form like “don’t” (or even 
“don't”) establish itself for all per 
sons? Why should we allow a mere 
six sets of pronouns to give us trouble 
in deciding between the nominative 
and objective case (I-me, we-us, he 
him. she-her, the ythem, who 
whom } 7 

You think I'm radical? Study the 
history of English and see what hap 
pened between the years 1150 and 
1500 

Mr. Wright’s main poimt is that 
effectively without 
breaking the of grammar 
Well. that depends on what you 
mean by “rules.” Even a modern 
college textbook might surprise you 
especially if you are thinking of 
stuff like split infinitives, “farther 
further” “shall-will,” and other 
teachers’ pets. And don’t overlook 
the fact that the mania for “correct 
writer from 


we can write 


“rules” 


ness’ keeps many a 
writing naturally and gracefully and 
effectively 

( signed ) 


Charles A. 


Shaw 
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A HOT IDEA FOR 
SAVINGS & LOAN 


Phis reporter has attended a num 


ber of conventions of both national 
and local Savings & Loan Assn. con 
ventions. We've seen a lot of the 
direct mail used. Most of it could 
be labeled “progressive” and wa 


really responsible for the 
formal banking institutions to 
from their stuffed shirt at 


advertising 


getting 
more 
get away 
titude toward financial 
But we've syndicated 
Savings & | 
motion plan which tops them all. It 
Ber ker 
who set up 
long ago Direct Mail 
( Nationwide Promotions} 


Wilmington |, Del 


just 


oan new customer pro 


was developed by E. J (an 
old-timer in direct mail} 
shop not 
Associates 
ll E. 12 


st 














He originated (and copyrighted 
what he calls Sav-O-Mati an 
idea for getting new accounts for 
Savings & Loan Assns. It’s so simple 


somebody didnt 
We wont des 
Becker 
idea it} 


why 
before 
detail 


pravy 


wonder 
think of it 


cribe it in is friend 
But the 
up a system of g 
local pre 
them a 
letter and a 
simulated ce 
credited 


well-worded 


deserves the 
voles setting 
of | 


accounts 


lists erie al yspects for 


new mailing ver 


much individualized 
fresh 
posit 
to their 


offer is act eptl d 


individualized 
with $1 already 
If the 
and the individual 
returns the book 
a $10 initial deposit 


book 


account 


with al 
hee gets a 
deposit book on 
LOY on 
instructs 
additional 


recipient 
least 
and authentic 


whi h he 


his imvestment 


new 
made 
with 

rake 


has already 
ns 
on how easy it is to 1 


deposits by mail 


Those who have used it so far 
report fantastic results. We've seen 
some of the records. Its not fair to 
give exact percentages or details 
but the reporting S&l Assns. were 
more than amazed and pleased with 
the advertising investment. This was 
not a slick trick with a phony credit 
certihcate The dollar was actualls 
credited to those who re sponded 


and thereby became part of the ad 
vertising cost, 
If this item reaches the eves f 


Savings & Loan advertising 
of friends you 
ing bk. J 
Sav-O-Mati 


can be used to 


managers 


among our cirele 
can get full details b 
Becket in Wilmingt 


isa really hot idea 


writ 


those who wan! 


f-the-mill 


vod advantage by 


get 


advertising 


away from bank 


run-« 
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Take A Tip From The CIRGUS 


Spend some time « 


want it to 


a good show, We're talking 
Of course asking you to be 
For example a booklet 
And a cover from P 
good show 


Play sale 
particularly 


di fleren 





Send your 2 sample books please 


Peninsular Duplex, a 


Tuscon Cover 
Name 
Compony 


Address 


n thre ( 


Make 


crsiiliiie 


out 


Send now tor a ce 


like the ones 


t color on the othe 


lepot nsitlt Ve 


YPSILANTI 


which 

nd Bermuda Duplex 
Zamora Cover 

Brilliant White Twin 


audience 


enimesular * 


show inp 


show 


Would also be 


Dress 


consc1rous 


un plete S| 


Vejoer 


‘Se 


of texture 
booklet, 


handsome 


papers with c¢ 


your direct mail for 
leel that Ve 
about paper 


uu kno 


color 


line will 


“ how 


should have 


on one 


the \« 


b yo 


put 


and we ight 


sample books 


v 
guarantes 


You 


OL7GYNC7 2 
” 


MICHIGAN 


swatches of 


Pab Cover 


Tone (both 


Tithe 


cover 


your two-color 


Telephone 


md text 


papers 


Book 


Cover 


“a covert 


interested in seeing sample books of 








ARE YOU HAVING TROUBLE 
MEETING MAILING SCHEDULES? 


publishers, with 


21 hour 


Leading 
full direct mail 
ities and a crew, 
can help you meet your 
direct mail deadlines 

and cut the cost of vour 
tine 


mailings at the sane 


We have a world of “know 


how’ and 20 years of ex 
perience in mailing oper 
ations plus some free 
time for 


Write for 


your campaigns 
rates and full 
information to Mailing 
Division, National Fore 
men's Institute, 100 

Grartield New 


Avenue, Lon 


don, Conn 








An Ad Agency thet Loves DIRECT MAIL 


MA b 


“Ghat Fellow Bott "9 


Leo P. Bort, Jr, 64 E. Jockson, Chicago 





ADDRESSING 
$7.00 per M. for 3 lines 
Expert Typists All work guaranteed 
46 hv Pick up & delivery 
BEEKMAN ADDRESSING SERVICE 
3 Beekman St, N. Y. 38, N. Y. 
BArciay 7-2958 


service 


os 
<==" = —< 
“ THE PERFECT 


A Low cost 
% 
> PINNY LABEL COMPANY 


_ 


— ee Se Se ee 


, My Mail Order Day , 


| By Jared Abbeon | 


Business is good. This is contrary 
to the trend among M.O 


general topic of 


general 
operators where the 
recent 


conversation has been the 


series of spectacular bust-ups and 
gradual fadeouts of some well-known 
Mail Order 


ind not well-known 


Gift Houses 
Still out here iW the boon-docks 
outht has been 


months kor one 


m own tittle 
having nice tew 
thing, we are keeping expenses down 


to the bone Rather than put on ex 


tra labor for seasonal pe iks. we ar 
contracting out most everything ly 


every body puts in a full 


‘make 


this way 
working da 
work 


As an xample, we import an iten 


without any 


projects or goldbricking 


from abroad 
unpacked 
packed it for 
cost for cor 


I p till now we have 
each unit and then re 
shipping \! the 


iiners we now have the 


Siiiric 


~o now 
we rip open the cases, slit the pack 

idditional offers 
1 shipping label and 


item prepacked for mailing 


ive, pul i our 
packet 
stamps ind 
lb, test carton 
Main reason for this littl current 
flush of pro 
our old items which sold in the six 
figures five s ago has come back 
to tite so now % are 
$1,000 or so a week on the 


No bon imza 


records tell us which lists to use and 


“| ip of 


i 
away goes the 200 


sperity is that one of 


doing a 
steady 
vadget but our old 
which to avoid, so we save expensive 
fumbling 

The item was originally played to 
death. But in five years there have 
been so many changes in the busi 
ness world that to paraphrase The 
lestament Phere 
Pharohs that knew not 


Another factor in our favor is that an 


have ariseti many 
Joseph 
item that we have been losing close 
to 3200 per month on is now nearing 
the break even point 

Lsually, we follow the axiom. No 
matter how much faith you have in 
an item and no matter how much 
sunk into the pro 
ject, af the first tests do not 
pay dirt don't fiddle with it 
Dont Don't keep 
pounding sand down the rat hol 
Skuttle it. Take 


money you have 
show 
around 


monke y 


fhandon the ttem 


your licking and try something « 
The first loss is the cheapest lo 
history is full of Dick Witt 
ingtons who turned back and becam 
Phrice Lord Mayor of Londo 
Town Not to mention Robert Bruce 
who failed eight times but after 


sure 


watching a patient spider spin his 


web nine times before success tried 
himself and became King 
of Scotland. In MLO... the stubbor 
bankrupt man. When th 
public turns thumbs dows cep 
the verdict. Find a th imbs up it 
Stull, Axiom 21 is Axioms ar 


broker ™ 


spotted in item with i repeal angle 


once more 


man is the 


made to be when we 


we said Let's sink up to 320 per 
Sl order and see if the repeats c 

in ko: the first six months they 
trickled in. Now the tide is 


and this month or next the 


rising 
repeals 
will cover raw advertising cost Dher 
from now the 


from the first six 


“1X months rey its 
should 


cover raw costs And from the new 


months 
mailings there should show a bit ! 
proht 

There are still mar operators 
in mail order operating on the basis 
of the quick kill Deluded suckers 
ire conned ever day into risking 


their dubious “get rich 


quick 
Kvery year a handful of newcomers 
hit jackpots but look at the 


record 


capital on 


schemes It is being dome 


How many of these one sea 
son whizes are still uwround = thre 
years later? The 
with their 


try to 


smart few get oul 
winnings The majority 
parlay their gain into a for 
tune and end up mumbling to ther 
selves 

No Sir your smart mail order 


operato: today is a business mar 


At home 
banke rm as well as rere handise ind 
You could take nine out of ter 


of the top men in the country today 


mong percentages ind 
Copy 


and drop them into any other modern 


industry and they would be running 
it just as successfully 
| have yet to find a top mail order 


man who didn't spend almost is 
much time on research and study as 
he does in running his business. On 


chum confided to me that his opera 
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ibets 
house with 


while Just 


offers 
hres plus 
nonth. These 
w ‘ 
vem 215-01 
New York 


mating that 


will 
who w in ‘) “ | i suppl 

! extras last 
iI peddle 
‘ ' rent offers 1 


One erza 
has sent 
cently under t iflerent firm 
names. He would 
tillating if he ! the 
poor tired typist na tf ewriter 
comma in tinished « ' 

Watch what y The latest 
if The Mead rt hhaouse 
in. Better In shows that it 


takes 23 ’ ‘ s to delet 


i 


the 

runny 
eo! turtl 
well hur 
I likes turt! 
me i 
tells me an outht 
ing fried canned Tins ry mail 
for human onsul ! 
ertising then 
rit them 


nobod 


iting ther 
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Rates $1.25 per line (75¢€ Situation Wonted) Minimum 4 lines 
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ADDRESSING PLATES 





ELLIOTT STENCIL CUTTING 
DDRESSING LIST MaINTENANCE 
SUPPLIES 
Box 41 Revorter Gorden City N 





ADVERTISING AGENCIES 





For pulling direct selling mail order advertis 
ing campaigns in newspapers, magazines 
trade papers, consult Martin Advertising 
Agency, 15 E. 40 St., Dept. 33A, N.Y. LE 2 


4751. Est. 1923 





FOR SALE 





GRAPHOTYPE, model 6341, new in original 
case. All caps. Bargain. HARRY J. ABRAMS 
124 L St. N.E. Washington 2, D. ¢ 


ve just designed simplified, monthly 
sil inquiry graph 7x20” for 
Works so well ! think others 


$1. Austin, Box 411-G, Charl 


Sample 





LISTS 





Special List for Rent—57,000 mail order 
buyers of show blankets, fancy show halter 
engraved-to-order livestock markers and 
other high quality pecialties for the 
wreeders of purebred livestock These 
the elected absolute top bracket 
perators and farm fan es ; new 
clean list on Addressograph stencils 
selection available. Ask your list broker 
write direct to C H Dana Co lr Live 
tock Breeders Supplies stablished 1861 


Hyde Park, Vermont 





CANADA'S BEST MAILING LIST 
275,000 live names on Elliott stencils 
Call your list broker—TODAY 


9 Tobe's, St. Catharines, Ontario 





MAILING LISTS 





FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100 ACCURATE 


Constantly ¢ orrected 


Retailers-Wholesalers- Manufacturers 
Banks-Churches Institutions 
® Choice of 350 Other Lists ® 
We Charge ONLY for Addressing 
Usually Completed within 3 Days 
Write for FREE Catalogue 
SPEED-ADDRESS KRAUS CO 


3.01 42nd St Long Island City 4, WN 


STillwell 4.5922 





REBUILT & GUARANTEED 





Addressograph Speedaumat-Elliott Addressing 

Machines. Graphotypes-Cabinets-Trays-Plotes 

Frames. Mimeographs-Multiliths-Tying & In 

serting Machines-“‘Hook.on” Tray Equipment 

| Buy and Sell all Direct Mail Equipment 
James Eckstein 

326 Bway, N. Y. 7, N.Y HAnover 2.6700 





SITUATION WANTED 


ADVERTISING, SALES 
IRCULATION DIRECTOR 
one of the nation's heaviest 
producers-one of its top 
creative men in the membership 
service and publication field 
An Al executive and a new idea ‘pro 
in Direct Mail, subscription 
impaigning, and consumer selling 
the company seeking the best because 
the most economical, here is one 
the heavyweights an outstanding 
money maker with yowerful string 
successes to hi Pe and a copy star 
in his own right. Profitably 
employed at present in five figure 
bracket, but has simply run out of scope 
n his present setup. Can relocate 
Finest reterences 


The Reporter, Box 43, Garden City, N.Y 


Division Manager 
10 years experience compiling and maintain 
g lists of all kind Now in charge of 75 
employees and responsible for maintenance 
of more than 2,000,000 names on master 
ards and addressograph plotes 
Present position offers no further challenge 
x00d references Write Box 42, Reporter 
Garden City, MN. Y 





SITUATION WANTED 





'M A MAIL ORDER MAN 


wi went into general advertising 2 yrs. ago 


it's like eating without tasting. | want to get 
back on that hot spot again. Mail order is 
the only kind of suffering | enjoy. You see, | 
ike to sweat it out until they dump those 
little pink or yellow envelopes ovt of the 
nail sacks and | can go home and sleep 
gait You know how if is-—it's not just a 
ving, it's a way of life. So if you need a 
married guy, age 30, who's brought home 
the bocon as promotion mgr. of a 100 
sit order business, send in your order to 
jay. The supply is limited, so don't wait 
do it now! Write The Reporter, Box 44 
Garden City, N. ¥ 
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ve with FOTO.FONTS. Unit cost per font 
only 20¢! Easy to set and align—sharpest 
eproduction. Free samples and details. A.A 


Archbold, Publisher, Box 20740-K, Los Ange 


es 6, Calif 
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DATE SPONSOR MEETING LOCATION FEATURE EVENTS 





Apr. 11 DMAA of Miami TBA Direct Mail Day in Miami 


cri Louis Entler Main Speaker: Henry Hoke. Subject 


Reba Martin, Inc How To Keep Your Direct Mail 
G & H Group, MASA Out Of The Waste-Basket 








Miami Beach Intl. Chairman Hotel Balmoral G & H” Group Florida Conference 
Francis Andrews, American Three days cover Production Per 

Mail Adv sonnel Sales Administration et 

Speakers Felix Tyroler, John Ro 

chow, Henry Hoke, Andy Andrews 

Paul Sampson Tom Connelley 


Sylvester D’Eramo, others 








Mouston. Tex Southwest Mail Producers Rice Hotel 3rd Conference of Letter & Duplicot 
Guild. CFI ing Specialists Speaker: Don Hack 
luke Kaiser, Premier er, MASA Int'l 

Printing & Letter Serv 





Lovisville, Ky Lowvisville Ad Club Direct Mail Day I Louisville 
Chairman Jerry Kannep Speakers T.B.A 
tel Colgan Letter Ser 
Kansas City, Mo KC. Adv. & SE lu Ad Club Direct Moil Day in Konsas City 
Hugh Robinson Speckers: Harry J. Maginnis 
Betty Roskom 








Des Moines, ta Des Moines Ad Club Hotel Sovery Direct Mail Day in Des Moines 
DM Chairman: Harold Speakers Horry j Maginnis 
White, Cupples Hess ATCMU; Joseph McGee, Old Amer 
Corp Ins. Co. Cy Frailey will conduct a 


3-day letter clinic from May 1-3 








Chicago Mail Adv. Club Palmer House Direct Mail Day » Chicago 
veter G. Peterson Speakers: T.B.A 
McCann Erickson Ine 


MASA International Hotel Droke MASA Annuol C: 
Attend. Chairman Speckers: T.B.A 
lwise Storz lettercraft 


Lo 


Philodelphio November Philadelphia Direct Mail Philadelphia Direct M 
TBA Mail Club Fl 4. § speakers: T.B.A 
Theonbe, Arndt, Preston 
haplin, Lamb & Keen 


Direct Mail Advertising Hotel Statler 99th Annual DMAA Convention 
Assn. Program Chairman Speakers: T.B.A 
Fred Pinkert Reinhold 





Gould, In 











Reporter's Note: Several months ago we 
ran an item about a common mailing problem 
thet has been worrying a lot of people: The 
post office department's mis-handing of First 
Class mail (See “Something To Worry 
About”, page 62, Oct., 1955 Reporter for 
details). Many lerge mailers have had to 
imprint their envelopes (especially large 
“flats”) with a “FIRST CLASS MAIL” LINE 
to assure First Class delivery. Anyone 
who hos had the same trouble will be in- 
terested in this new development from 
United States Envelope Company 
1) fe 


about 
ipproved by = the 
with bulky 


printed ! 
nprint re addin 
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IN THE NEWS 


DR. ERNEST M. FROST, director of The March of Dime New York, and UOYVD F 
wooon, Lievd F. Wood Associate Washington, 1). ¢ did a bang-up job as chau 
thee econd Annual DMAA Fund Raisers Workshop held last month 
Corner 


men o 
it the Hot I N. Y. Dr. Frost was keynote speaker, outlinin the 
tones of Good und Raisir Llov Wood spoke on Packaging, Design & For 
mat. Other speakers included: FERD NAUHEIM, direct mail consultant, Washington 
1). ¢ VIRGINIA PARSONS, N.Y. Tuberculosis & Health Assn. N.Y CHARLES V 
MORRIS, Keinholdteould, In N. ¥ 


FELIX TYROLER lirector of MASA of ew York has been appointe 
ecretary of The National Cor 0 in List Troket ame city 


r lirector of the Direct Mail Advertising Assn., N. ¥ 


GEORGE V RUMAGE nag 
is servin i olunteer chairn solicit: mail 
the current Red Cro Fund Drive. He working with the Red Cross’ Advertisin 
Section, headed b ROBERT F. CARNEY, chairman-of-the board, Foote, Cone & 
Beldin N. y The current Red Cro ippeal ha i NVA oal of $6,400,000 


ervice firm for contributions to 


LAWRENCE L. BRETTINER hae bers circulation promotion manag 

American Aviation Pubdication { to mer. of publication ale 
HUNTLEY GEDDES, K. I. Volk Cx ‘ been named chairman of the judging 
ommittee for the Mile Kin if V highest honor in direct mail pon 


eored try Vail Adverti itis International Nomination should be 


sent to him c/o R. I Polk & ¢ } Howard St Detroit 31, Mich 


PAUL KRUPP, pry lent of Arupy lv. & Mailir ‘ non 
the peaker r the 6th Annual So. California Adverti«in Avene (ean, Con 
ference held at the Oasie Hote Palm Spring on April 12-14. Paul talke 


outlined. a wee ful cdire« mail progra 


TOM B. OLSEN, former promotion & res« ‘ manager of Aviat Week mawaz 
and merchandising nanager of BA i eek magazine pour the creat 


of Beaumont. Heller & Sperlin Irv car Pa wl ageeny 


ROBERT F. DELAY, urnett & Loga WILLIAM KENNEDY, Hensley Co 
HARRY KOVATS, SR, Kunkle Thompenr ovate and FRANK H. RASMUSSEN, \iayil! 
Weinsheimer are judges for the Mail Advertising Club of Chicago Annual 
Advertising Competitio All creator woducers and users of direct mail within 
! (Chicago « i submit entrie to 139 N. Clark St) ¢ stagor include 
vle maili ampaig or house magazines. Deadline is April 2 Award 


t the Award Dinner of Cricago Federated Advertising Club 


will be presented a 
I 


THE SUMPTUOUS SMILE pictured lov certain no stranger to ly The New 


fact +o Vy ¢ erent consumer and trade pre editors ha 


type column In 
been publishin photo ’ lad that. frankly. we were beginnin 


! ent ive u 1 chance to et even 


feel a bit neglects ag 


with fwo picture 


it was all smiles when she turned up as Ann Fiorillo (McManus, John & Adams 
honored guest at Berlin & Jones Co.'s agency) is winner of the Advertising's 
Waldorf-Astoria cocktail party during Miss 1956" contest sponsored by 
Direct Mail Day in New York on Marc the Assn. of Advertising Men & Women 
13. Enjoying the smiles are Henry Horn Assn vice-president John Patafic Jr 
Advertising Distributors of America (The Reporter's newly appointed eas.ern 
Otto Meyer (The Wall Street Journal) and ad manager and assistant contest chair 
John Feller John Feller Associates The man Ed Wilson Reuber H Donnelley 
wag who sent in a suggested captior Corp supervised the festivities during 
for this shot said the gvest of hono which the blonde beauty served as one 
created quite a sensation when she gove of the contest’s judges Oh, yes, we al 


a short illustrated talk on How ) most forgot She's actress Jayne 


‘3 
\ 


Stimulate the Mails’ ” Mansfield 























(Continued rom Page 16 
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before them, 2/3 is gone within 23 


hours; 3/4 in a 


So this 


preached and which I 


week months 


end means what we've alway 


devulge as th 
adve rtising 


secret of any general 


continuily conti- 
add 


forget it’ 
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All we 


adv ie 


nuity!’ can to Leo ecret 


is the not to 


WATCH OUT FOR THIS RACKET: 


reincarnated 


Bereave 


It is an old one now heigl 


by a new crop of ghoul 


decreased 


COD 


families of persons recent, 


have been receiving unordered 


merchandise such as bibles or othe 


inexpensive iter for which they ar 


asked to pay ») plu expre and 


handling charge Postal inspector 


Chicago recently caught two of th: 


ghouls operating in that area and the 


arrest for using the mails t 


But 


elsewhere 


are under 
hens 


office 


ence 


defraud uch rackets are 


revived and the post 


inspectors are anxious to get ev 
Warn 
Don't let 


they 


friends to be on the alert 


COLD. pa 


your 


them accept kage 


are positively ure the 


The 


obituary 


unless 


were ordered racketeers get the 


names from notices. Report 


your local aren 


Bureau 


in charge 


; 
all cases uncovered in 


to the Better Business and the 


local postal inspector 


SALLY IN P.1.A.'s ALLEY: This pretty 
Sally 
Printing In 
deliver thou 
book let 


postal worker is model Craig 


who pitched in to help 


of America, In 
rules & 


dustry 


sands of regulation 


SHORTHAND MESSAGES seem to he 


njoying a new wave of popularity 


as a good method for getting direct 


mail reminders past secretaries and into 
Our Gal Friday tran 
March 


rd) 


hand 


three 


the boss 
mailings above 
Dear 
remind the boss he can't afford 
DMA&C Mail Agenc 
& Counselor Workshop at the Drake 
Hotel on March 24-25; (Left 


Dear Secretary, Please remind the boss 


lated the 


to read Top ca Secretary 
Please 


to mi (Direct 


card) 


Litho- 


Exhibition 


upcoming Printers’ & 
graphers Self 
Awards. Recently 
throughout the U. S 
booklets explain that the exhibition will 
be held at P.1LA.’s Annual Convention 
in Los Angeles (Hotel Statler) Oct. 28 
to Nov. 1. Unlike most postmen, Sally 


ringing once 


for their 
Advertising 
mailed to printers 


and Canada, the 


is only to remind you 


that the deadline for entries this yea 
is September 28. You can get a copy 
rules & booklet by 
P.LA. at N.W 


dD. Cc 


regulation 
719 15th St 


of the 
writing to 


Washington 


SPEAKING OF THE P.1.A. CONTEST 


reminds us of the swell promotion 


job being done by Mailograph, Inc 
the only New York City firm to receive 
a P.LA. Self-Advertising Award in last 


year's competition. Mailograph does a 


bang-up job publishing folders and 
booklets which contain helpful advic« 
I'wo you should have for your files are 
How To Get For Your Sales 
written for financial security 


but 
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Force 
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of business) and How 
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Writ 
president Tullio W. Rossetti a 


St.. New York 4, N. Y 
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some 
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apaan aa as 


Now Everybody, Ever ows it's First Class Mail 
A U.S.A. need... met by U. S. E. 


Some years ago U.S.E. took the first major step 
toward rapid identification of large envelopes 
mailed First Class when it introduced the Columbian 
FLAT MAILER This husky envelope, made of 


ia FIRST CLASS MAII Yet the problem has 
been to identify these large envelopes back and front glazed brown Kraft paper, has diagonal seams and 
that they , receive First Class han- looks like First Class matter Available also with 
dling in ¢ Y post ¢ hee Au Mail border 
Now you mail this material flat in a large This popular env 
ind be certain that it will travel First the Columbian FIRST CLASS MAILER. It 


More and more business houses now depend upon 
ight’’ delivery of large bulky mail matter 


letters, rep etc., which must travel 


lope style is now available as 


envelop 


Se ] thy vay ' ° ‘ ‘ 
Cla all hn way and arrive overnight carries the ereen | 


diamond border across the 
First Class Mail’ on the 


{ } lif ) 
; CONG! folds, and the word 
9146” x 1216" 


Stat Post Office has face and back It i tocked in the 


110 t t hy S ‘ 
bon ha lar t envelope size other ize on order 4 hown ’ low 


in ji7 
secause the 


accepted the I S| 


mailed First Cl be identified by a green 
The d tive FIRST CLASS border design, 


“diamond” border to ire first class handling by distine 
everyone, everywhere ways in green, can be mill-printed by U.S.E. on 
Here iS afi ¢ ci lcature which fills a lone-felt uitable en clope tyle im the larger 17¢ bor 
want and l il it ¢ ryt ly fveryihere in the convenicnce we how the larvet en elope 





COLUMBIAN®* FIRST CLASS MAILER FIRST CLASS MAILER 


tyle for flat FIRST CLASS mailings ee ‘ if en ‘ level 
; oped f{ y FIRST CILLA 


11! 














UNITED STATES ENVELOPE 


c Oo M PAN Y eM-2 


General Offices: Spring field 2, Mass. @ Fifteen Divisions from Coast to Coast 





MAIL ADVERTISING CORPORATION OF AMERICA 


... this is our new name. 


Same ownership, same faces, same address, same services. Nothing is 
changed ...just our name. Our friends knew us formerly as The Chicago 
Mailing List Company. 


We believe that we have outgrown our former name. Our electronic 
[BM method of mass consumer selection, known as Select-0-Nomic" 
Advertising, has been successfully used for several years by the leading 
advertisers in the field. The Select-0-Nomic list is national, covering 
the entire country...26,000,000 unduplicated names. So we hope that 
our new name will convey in part the significance of our ability to 
serve you nationally. 

Mail Advertising Corporation is the only company today that success- 
fully applies IBM electronics to mass consumer selectivity. We offer the 
most precise, most result-producing method of selection in the market. 


What is more—we respectfully submit —we can prove it 


The Select-O0-Nomic way may be the best way 


for your direct mail advertising program. Let 


us tell you about it as soon as possible 


MAIL ADVERTISING CORPORATION OF AMERICA 


435 North LaSalle Street - Chicago 10, Illinois « SUperior 7-3785 





